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NO COLOUR BLOCKS REQUIRED 
SMALL MAKE-READY COSTS 
RING BRI. 787! (4 LINES) 
88 ACRE LANE LONDON S.W2. 


Us Happy & 


Sirn,—l have the pleasure to 
inform you, that | am among 
the 8 Danish advertising people 
who have been invited to the 
Youth Scheeme of the Inter- 
national Advertising Conference 
in London together with neariy 
200 other young advertising 
people from all] free nations. 

1 am to be the leader of the 
delegation from Denmark and 
should be very glad if you could 
tell your readers that we Danes 
are very grateful to The British 
Advertising Association for the 
invitation. 

A comitee consisting of lead- 
ing advertising people in 
Denmark have choosed us happy 
8 young advertising people. All 
greater daily-papers in Copen- 
hagen have brought pictures and 
references of the ceremony when 
we got the good news. 

We will now further qualify 
ourselves to be ready to take 
part in the debate in the 
Conference the coming summer 
and look forward to the meet 
with the young advertising 
people from Great Britain and 
other nations. It is our opinion 
that this meet will get a great 
importance for the sympathy 
between all nations which will 
be represented in London during 
the advertising Conference. 

BORGE RASMUSSEN. 
Politiken Newspaper Ltd., 
Copenhagen. 

(There have been eloquent 
tributes to the Youth Scheme. 
We publish this one, just as it 
was received, confident that its 
Tied is thereby enhanced.— 


Body Line 
Sirn,—The adroit way in which 
Mr. H. H. Mallatratt seeks to 
prove that the Press are equally 
at fault with the poster oar, by 
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publishing “salacious ads.” wiil 
confuse, rather than enlighten, 
the general body of opinion. 

Is it seriously suggested that a 
small line drawing of a woman, 
perhaps with a fig leaf to draw 
attention to the obvious, appear- 
ing in a 4 in. d.c. newspaper ad., 
is capable of causing equal con- 
sternation as the same picture 
magnified to poster proportions 
and lavish with flesh tints? 

JOHN R. HAVERS. 
Friern Barnet, N.11. 


Age Can Offer 
Experience 
Sin,—l was very interested to 
read your repozt regarding the 
presentations made to the circu- 
lations representatives of the 
Daily Herald and Sporting Life 
witb particular reference to one 


whe joined Odhams at the age 
of 6v. 


It is indeed refreshing, not to 


say encouraging, to note that an 
outstanding publishing organisa- 
tion is completely conscious of 
tne value of experience. 


it seems that executives ol to- 
day do not appreciate the tact 
tnat those of us who have been 
tortunate or untortunate enougn 
10 reach Mature age, Were tained 
in a school where integrity, con- 
scienuous effort, and ioyally to 
Oae § eMpioyers Was More or less 
taken for granted, a mental ap- 
proach whicn | venture to sug- 
gest with very few exceptions is 
to-day, sadly lacking. 

if executives persist in their 
under thirty attitude, they are 
losers to the extent that they are 
depriving themselves and their 
business of valuable assets. 

Youth can offer many advan- 
tages, but experience outweighs 
them all. 

C. K. WALLACE. 

22 Tithe Close, 
Mill Hill, N.W.7. 


Lines from other letters .... | 


HAMMER IT HOME 

We are assured that a sacrifice 
of one or two per cent of their 
newsprint by the American papers 
would solve Britain’s paper short- 
age problem. I suggest that no 
opportunity should be lost to 
hammer this fact home to the 
American delegates at the Con- 
ference.—Marcus Fielder, Maid- 
stone, 

” * * 
GENTLE READERS 

The Housewives Panel at 4 
London meeting of the LA.M.A. 
left hearers under no illusions 
about the pulling power of strip 
cartoons in (advertising. They 
think them “absurd”—but read 
them just the same. Is _ this 
enough? Do we expect people to 
read or to heed advertisements? 
—Robert McDonal, Fife. 


* * * 
PUTTING IT ON PAPER 
It is to. be hoped that the 

battle-cry “paper is our life- 
blood” which sounded at the 


Hull conference will spur some 
of advertising’s stalwarts into 
action. The danger to our indus- 
try is equalled only by the in- 
difference with which many seem 
to regard an impending disaster.— 
Kenneth Sowbridge, —— 
* 

DISTANCE LENDS 

ENCHANTMENT 
When a similar stunt to the 
“Quosh Quins” bottle men (last 
week’s issue) was staged in Paris, 
Picture Post devoted an article to 
it. On our home ground such 
enterprise is apparently less 


news-worthy. — Reginald Hex, 
E.C.4. 
~ * ~ 
THROUGH A GLASS, 
DARKLY 


The Clubs are urged to be the 
“shock troops” of advertising. 
They were also counselled, at 
Hull, to foster the social side. 
Whoever heard of fighters train- 
ing on sherry?—Heel-tap (name 
and address supplied). 


SAVES 
TIME 


MECHANISED 
SILK SCREEN 
PRINTING 


i DISPLAY 
CRAPT Ltd 


LONG OR SHORT RUNS 
ACCURATE REGISTRATION 


RING BRI.7871 (4 LINES) 
88 ACRE LANE LONDON SW2. 


INCENTIVE TO 
QUALITY GOODS | 
“In the long run if Britain js to 

Maintain its export trade we shall 
have to rely mainly on mass pro- 
duced goods,” said Sir Harold 
Bowden, chairman of the Incor- 
porated Society of British Adver- 
tisers and chairman of Raleigh 
Industries Ltd., speaking on “The 
Importance of Quality” at a din- 
ner of the Women’s Advertising 
Club of London, 

Sir Harold paid tribute to 
modern methods of branding and 
advertising which he said gave 
manufacturers an incentive to 
produce quality goods, 


Hotels Exhibition 
For Ireland 


Organised by the /rish Hotelier 
the first Hotel, Catering and 
Domestic Exhibition staged in 
Ireland is to be held at the 
Metropole, Dublin, from May 22 
to June 1 next. Promoters are 
providing facilities for 80 to 100 
exhibitors and the show is being 
planned to aid Irish hoteliers, and 
particularly proprietors of the 
smaller establishments, in up- 
grading their standards to cater 
for Ireland’s tourist trade. 

Stand contractors wil] be F.O.S. 
Displays, Dublin. 


Sales Management 
Examinations 

The Incorporated Sales Man- 
agers Association's qualifying and 
final examinations in sales man- 
agement will be held in London 
and a number of provincial 
centres on May 24-26. 

Entry forms, together with 
syllabus and regulations, may be 
obtained from the secretary, 
1.S.M.A., 4 Holborn Place, W.C.1. 
Closing date for entries is 
April 30. 


Of 36,900 men in Bristol’s Engineering 
and Aircraft Industry more than 30,000 


read the Evening Post. 
A “Fitting” tribute to its popularity 
A.B.C. MEMBER. Marketing Data from LONDON OFFICE: 80 FLEET STREET. Tel. CITY 4975 
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ermany 
and Japan 
march — 

again 


ILLUSTRATED always meets the challenge 
of the hour. This important feature (appearing 
next week) gives on-the-spot pictures and 
answers to questions which everyone is asking. 

That's the super-service which is building 
up prestige and reader confidence for 
ILLUSTRATED all over the country. 

It's selling ILLUSTRATED—and it's pulling 
results for advertisers. 


MLL STRATED 


MEMBER A.B.C. 


Well over 1,000,000 net sales every week 


Heinz Krueger, 
German sergeant 
ina Labour Super- 
vision Company 
says: “Of course 
I'd fight the 
Russians again.” 


PHILIP EMANUEL, ADVERTISEMENT! DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRP, LONDON, W.C.2. ALL-ROUND VALUE AND 4 SQUARE GUARANTEE FOR 4 STRAIGHT LINE 


I a ae Taal.» ee 7 . a ee Gl aie “ ratte 
eee eh Se a , i - ae se s eee : Sa: 5 - 
pats ithe ia ‘ wT my: 5A ae ; oa ‘ Fy 7 : ie 
a 
Marcu 22, 1951 $01 —CtsSCéC 7 
a 
s 1. be. 
4 ——_ . aha 
oe » ee os 
% , a id 
F . rt ee ; 
i LS 
Po be 
: 4 ie - e : " a 
. ae 2 
* - . _* "wig 5 
r oF a . 9 
oe ees ee 
iz RS See ss r* 
4 er ee Oe . i 
a su ee Man er ae 
; ie ; ua at 2 te - 
' 2 RE ee ‘i fe 
afar ae ae vt Sa 4) 
ee f 
: —— >. : ae 
- gh en -/ ae i: 3 
* oC ae al _ i 
ve Te an oa aay oe 
? E> ——” ~ aa E Ra : : i 
| aie 9 . 7 
Se oh ae ae 
[ ve Ny al Ag. aE 
a Sea ee ran? 
tee oe a ; es 
* ES, ei * 
re Ss 2) a 
e - = =a o.. a 7 ” . 
- ul oe 
iY & : a ate Pe ie, y 
> ore Bye ; 
: Pe a! : r 
‘ : Tat : ey i a pa , ‘ 
tel gees ane 2. ae 
Faget Oe . | > 
* ee an ie, 
; . rae: Dae a _- 
Rage vir & } 
ae | =) 
Apts aay | ks 
~ ? a ; i" F 
<asa\, ae i re 
a BA 4 a 
" oe, Bt, . ; a: 
: ‘ ve ee ta a tl ya 
é | RE Fy 
. cae zp 
‘ . ¥ aaa : ven 
x ee “yr cles a 
z Het + of ie |) a” 
5 : Rs ud : A 7 
- ; ah : 
: a 3 % : ip 
a ie : “a 
: a ay 
= . Rae > 
i +" gate E- x 
i; pee : 
- SS ne Eealy : a 
‘ a ao Fe i 
; - ee at 
7 ae wee: e 7 a 
: = 2G - 
: a : - a 
5 4 oa tA { 
* ae ee J a 
te ‘ila fe Se ‘ f a 
. 3 Psi aie 
act Pe’. 
og ‘eon x 
a, 4 
‘ee 5 
i a 
. ho eM a 
(> oer . 
a - “6 
i # al 
& ’ 3 
i 5. ?* 
a # 
3 * al i 
- ee s 
5 - 
- 


Maagcy 22, 1951 


The kind of person 


heres 
RY \\ “ 


ist) Ld as a 
BE il ql 


Business executives, school teachers, research workers— people with 
intelligence and people with taste—they are the people who read The Listener. 
That’s why The Listener is on The Times Bookshop’s advertising schedule. 
i: | That’s why you should include it when you want 

to reach 150,000 readers in Class A Plus. 


| — hed of 


person who reads— 
The Listener ¢ 
Member of the Audit Bureau of Circulations 4 : 
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Advertisement Department, BBC Publications, Broadcasting House, Portland Place, London, W.1. 
Vordon & Goth Advertising Lid. 
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Code Of Standards Needed For Exhibition 


N.A.B.S. TO GET £15,000 


Early estimates are that the film premiere of “The al 


Version” at the Udeon, Leicester 


» on behalf of the 


National Advertising Benevolent Society, will have raised £15,000. 


Huge crowds awaiting the 
arrivai of stars, batteries ot flash- 
lignts, a packed-house audience 
that included leading personali- 
ties in advertising and the Press, 
and a fine and deeply moving 
film, conspired to make the 
occasion memorable. 

A pleasant surprise was a short 
film in which Mr. C. Harold 
Vernon, president of N.A.B.S. 
council, expressed thanks to Mr. 
J. Arthur Rank for his generosity. 

Mr. Vernon continued: “Not 
only did he give us this magri- 
ficent film, but the entire proceeds 
from this evening's prem.ere will 
go to the funds of N.A.B.S., as 
all expenses are being met by 
the J. Arthur Rank Organisation. 
That is the J. Arthur Rank ver- 
sion of a charitable act—good 
measure and running over!” 

Mr. Vernon also referred to 
the good efforts of Lady Rother- 
mere as president of the film 


Pictures: top—crowd in the foyer; 
bottom—still fom the thanks 


premiére, and to Gwen, Lady 
Melchett, chairman of the social 
committee, and to the wonderful 
contribution made by Mr. Stuart 
McClean, managing director of 
Daily Mail, who accepted the 
entire responsibility of producing 
the souvenir programme; also to 
the directors of Odhams Press, 
who generously printed the fine 
souvenir programme and made it 
available to the Society without 


And Display Work 


MOVE FOR ‘UNITED FRONT’ BACKED 
BY LEADERS OF ADVERTISING 


There should be a code of standards for people engaged in 
exhibition and display work and a much closer liaison, including 


—~ a joint industrial council, with other adv 


bodies. 


challenging suggestions, put forward at the dinner of the 


Display Producers and S 
Printers Association last week 
by the President, Mr. Winstan 


Mr. Gordon said that though 
display and screen printing had 
made rapid strides during the past 
few years, he felt that something 
more should still be done in the 
interests of the industry generally. 
One association working on its 
own again against those forces 
which were opposed to private 
enterprise, stood very little 
chance. 


More Important 

Than Wage Rates 

He stigmatised as both inac- 
curate and untrue the idea that 
they were trying to build up 
something stronger in order to 
resist wage rates; there were 
things of far greater importance. 

They felt it should be possible 
to establish a code of standards 
for those engaged in the display, 
screen printing, and exhibition 
industries. 

“We need to have a closer 
liaison with trade and profes- 
sional organisations that have 
something in common with our 
work,” he said.. “It might be a 
good idea if these associations 
should establish some form of 
joint industrial council to examine 
those problems which are com- 
mon to us all, and to set up a 
code of standards for the ethical 
conduct of people associated with 
exhibition work. 

“We believe that we are an 
integral part of advertising; 
that we represent an accepted 
medium for conveying a mes- 


@ Continued on next page 


HIGHER DUTY 
THREAT IN 
EIRE 


Recent intensification of the cam- 
paign to restrict importation 
of newspapers and periodicals 
into the Republic of Ireland 
is believed in Dublin to indi- 
cate that the Minister for 
Finance will be asked to im- 
pose a higher rate of duty in 
his Budget in order to afford 
better protection to 
publishers. 

Latest plan for control put for- 
ward is a quota control which 
would allow a specified num- 
ber of copies of each publica- 
tion to be imported free of 
duty; additional imports 
would be liable to further 
quota restrictions and duty. 
some parishes there is an 
effort to curb the sales of 
English Sunday newspapers 
outside the churches — the 
principal poiny of sale. 

Imports in January, the latest 
period for which statistics are 
available, were: Daily news- 
papers, 40,693 dozen (40,264 
in January 1950); other news- 
papers, including Sundays, 
231.645 dozen (175,720); 
periodicals, 194,491 dozen 
(171,852). 


Hulton’s Claim To 
‘Eagle’ Title 

Hulton Press Ltd., proprietors 
of Eagle, a boys’ paper, state they 
are issuing a writ against the 
Daily Express and others, claim- 
ing an injunction to restrain the 
use of the name “Eagle” in any 
title for boys’ holiday camps. 
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@ Design—! (Continued from previous page) 


‘Not Half Enough Praise 


For Creative People’ 


sage to the public, which can be 

of great service to the exhibitor, 

the producer, and the con- 
sumer.” 

Among speakers who welcomed 
the call for closer liaison were Mr. 
R. F. Hall, vice-president-elect, 
Master Sign Makers’ Association; 
Mr, Leon Goodman, immediate 
past president, Display Producers 
and Screen Printers Association; 
Mr. Drummond Armstrong, 
director, Advertising Association; 
Mr. Anstice Brown, d-rector, 
Institute of Incorporated Practi- 
tioners in Advertising; and Mr. 
Alan Whitworth, director, Incor- 
porated Society of British Adver- 
tisers. 

Mr. Hall, who said that the ad- 
vertisement regulations under the 
Town and Country Planning Act, 
though good in many respects, 
nevertheless “constitute a threat 


ihe Council of Industrial De- 
sign is staging an_ exhibition, 
“clospitality at Home,” which 
opens at the lea Centre, Regent 
Strect, London, on March 29, 

It is an exhibition of furniture 
and furnishings. Ihe fabrics 
have been supplied to the exhibi- 
ton by the Colour Design and 
Style Centre of the Cotton Board. 


to our very existence.” He quoted 
the Outdoor Advertising Industry 
Advisory Council as a_ classic 
exampie of joint planning. 

Mr. Goodman pointed out that 
if O.A.1.A.C. had managed to get 
together seven different organisa- 
t.ons, it Ought to be possible to 
persuade many other people 
whose views were so close to 
thoce of the display producers, to 
get together. 

An assurance that the Adver- 
tising Association was much in- 
terested in these pro )osals was 
given by Mr. Armstrong, whovalso 
said that he was del.ghted that the 
Display Producers Association 
was taking an active part in the 
forthcoming International Adver- 
tising Conference and sponsoring 
a business session. 

“1 have always felt,” he con- 
tinued, “that creative people in 
this country don't receive half 
enough praise for their work, con- 
sidering the conditions under 
which they work; and display 
people are creative if they are 
anything at all.” 

Mr. Anstice Brown believed 
that there was a great community 
and identity of interests between 
all people connected with adver- 
tising. 

Mr. Whitworth, who had been 
originally responsible for the sug- 
gestion for a code of standards, 
spoke of the mounting costs that 
the advertiser must meet. “His 
not to reason why; his but to pay 
and sigh,” said Mr. Whitworth. 

Mr. H. L. Parsons. vice-presi- 
dent, Display Producers Associa- 
tion, said that it now had 150 
members throughout the country, 


with branches in Birmingham and 
Manchester. 

Mr. F. V. MacArdell, council 
member, Association of Exhibi- 
tion Contractors, also spoke. 
(Winstan Gordon: 

Personal page 520) 


Design—2 
Purchase Tax 


Is Indicted 


British designers _ have 
launched a scathing criticism of 
purchase tax, accusing it of 
responsibility for the production 
of “unadventurous goods” which 
are threatening the future of 
British exports. 

Through the Design and 
Industries Association they have 
sent to the Chancellor of the 
Exchequer a memorandum on the 
results of a recent investigation 
into the effect of purchase tax 
on good and progressive design. 
“We are distressed,” says the 
Association, “that at a time of 
shortage of materials, public 
demand js perforce concentrated 
on mediocre and ephemeral 
goods, which are more wasteful 
of material and labour than 
better-grade goods.” 

It asks the Chancellor io 
incorporate in the next Budget 
a revision of taxation procedure 
to encourage the practice of 
enterprising design in all fields; 
alternatively, to set up imme- 
diately a.committee of experts .o 
examine’ the whole effect of 
purchase tax on_ production, 
design, craftsmanship and special 
skills. 
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This striking poster, designed and 
produced by H. Emmett & 
Co., is being used to advertise the 
Business Efficiency Exhibition at 
Olympia in June. 


France Wants To 
Buy British 

Prosperous France can be a 
profitable market for British 
goods. The French like British 
quality and the “will to import” 
exists, 

The scope of the market and 
how to exploit it are analysed in 
detail in a special French Supple- 
ment to be published with 
“Advertiser's Wee.ly” next week. 

M. Bernard de Plas, president, 
French Publicity Federation, 
writes an inspiring foreword to 
the Supplement and is followed 
by nearly a score of eminent 
French authorities on _ trade, 
advertising and media. 


He Says Critics Should Educate 
Rather Than Entertain 


The main function of design 
criticism should be to educate 
both the manufacturer and the 
public. 

This contention was stressed by 
speakers at a discussion, spon- 
sored by the Design and Indus- 
tries Association, on “Does 
Criticism To-day Help Design?” 

Mr. Ashley Havinden, director 
and art director, W. S. Crawford 
Ltd., condemned critics who 
behaved merely as journalists 
writing a popular piece, and were 
prepared to make any “crack” at 
art or design for the sake of an 
entertaining p&ragraph. The 
serious critic, by searching out the 
many examples of good design 
and appraising them construc- 
tively, could convince the manu- 
facturer of their merits and 
inspire the shopkeerer with the 
desire to offer good design to the 
public. 

Unfortunately. said Mr. Havin- 
den, many magazines and books 
devoted to design improve- 
ment, were read only by a special- 


ist audience, and those mostly 
converted already to the cause of 
good design. 

Mrs. Hilda Whitlow, household 
editor, Homes & Gardens, held 
that expert criticisms must edu- 
cate the public, beginning in the 
schoo. room. But there must be 
no attempt to dragoon the con- 
sumer; and there must be a sharp 
distinction between functional 
efficiency which could be assessed 
exactly, and those decorative 
aspects of design which were a 
matter of taste. 

Mr. John Summerson, the art 
authority, who described the critic 
as “an historian analysing the 
present moment of time,” said 
that for every thousand people 
who knew about recent trends in 
fiction there were not half-a-dozen 
who knew about recent trends i 
electric irons. 

During the discussion, both a 
design critic and a_ industrial 
desigyer said that in their own 
experience design had in fact been 
improved by Press criticism. 
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Less On Ads. But 


More On Salaries 


Bigger salaries and smaller 
advertising expenditure are an- 
nounced for the Central Office 
of Information in the Civil 
Estimates for the year ending 
March 31, 1952. 

The C.O.1. Press advertising 
bill will be reduced by £239,350 
to £671,650 in 1951-2. The 
salary of Sir Robert Fraser, the 
director-general, which was 
£2,500 in 1950-51, will be £3,250 
in 1951-52. 

Poster advertising will be 
£173,500 in 1951-52 (a cut of 
£79,500); and expenditure on 
films will be £313,480 (a decrease 
of £183,660). 

Salaries however will go up 
from £801,000 (1950-51) to 
£813,000 (1951-52). 


YOUTH GETS 
INTO FOCUS 


Two young men, Leonard 
Deighton (22), and Leslie Kaye 
(23), have formed a partnership 
known as Project Publications, 
and will next month launch a 
new magazine Camera Classified, 
designed to appeal to the amateur 
and professional photographer. 

A special feature will be its 
small advertisements. During its 
initial promotion, all comers are 
being given one completely free 
insertion. through Camera Club 
secretaries and other outlets. 

Everyone associated with the 
magazine, © illustrators, photo- 
graphers and layout men are ex- 
service and under 25. 

The magazine will be published 
bi-monthly. 


Premier’s Message 
To ‘Daily Herald’ 


A pictorial flashback was in- 
cluded in Saturday's issue of the 
Daily Herald to celebrate the 
paper’s 2Ist anniversary with 
Odhams Press Ltd. The Prime 
Minister sent a message of con- 
gratulation. 

Special features in the issue in- 
cluded a review of events in 1930 
by Hannan Swaffer, a review of 
the past 21 years by Percy 
Cudlipp, editor, Daily Herald. 
and a greeting from Sir Vincent 
Tewson, general secretary, Trades 
Union Congress. 


Newsprint Fair 
Shares Plan 


The central group of the Inter- 
national Materials Conference 
has decided to set up a newsprint 
and paper pulp allocations com- 
mittee, said a diplomatic official 
in Washington, quoted by the 
British United Press. 

The decision was made, he 
said, after France had urged 
action so that countries in urgent 
need of newsprint could get a 
fair share of the world’s supply. 
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Trade Union Policy In U.S. 
Boosts Print Output 


American printing trade unions actively encourage increased 
productivity, and individual operatives are interested in getting 
the maximum possible from machines. These are among the 
many striking claims made in Letterpress Printing, the report 


of the British productivity 


team that recently visited 
some three dozen American 
plants and allied institutions. 

According to the report, im- 
provements are encouraged by 
the U.S. trade unions even at the 
risk of displacing labour. 

The team found productivity 
higher in U.S. than in typical 
plants in the U.K., and believe 
this results from an attitude of 
mind bound up with the quicker 
tempo and competitive spirit of 
American life, though some part 
may be played by the prevalence 
of a greater sense of insecurity 
and of opportunity. 

Specialisation is carried to a 
high degree. Some works consist 
almost entirely of a machine 
room, all operations other than 
actual printing being carried out 
by trade houses. Machines are 
kept running almost continuously. 
It is the rule rather than the ex- 
ception to work more than one 
shift in the day. No skilled 
worker is permitted, or permits 
himself, to spend time on what 
can be done by unskilled assist- 
ance. 

The American trade unions in 
the printing industry regard in- 
centives schemes with disfavour. 
“Other incentives. however, exist 
throughout America in the form 
of abundant goods in the shops.” 


Need For Higher 
Productivity Stressed 


So long as different conditions 
persist here the team thinks in- 
centive schemes are capable of 
becoming a useful substitute for 
what other circumstances provide 
in America. The team’s recom- 
mendations stress the need for 
higher productivity; closer ‘con- 
tacts between employers and em- 
ployees; and the formation of 
works committees. 

Problems to be faced by man- 
agement include the reduction of 
overheads by working shifts—two 
or. if possible. three; and the 
adoption and extension of 
specialisation of product, simpli- 
fication of jobs and standardisa- 
tion of equipment. There should 
be early consultation with cus- 
tomers so that work can be de- 
signed for production by the most 
efficient methods. 

Greater use, in Britain. of un- 
skilled men is advocated. 


Research Talk 

At the luncheon meeting of 
the British Direct Mail Advertis- 
ing Association at the Waldorf 
Hotel next Thursday, Mr. James 
Staniland. executive-in-charge. 

. C. Nielsen Pharmaceutical 
Index, wil] sneak on “Marketing 
Research and Direct Medical 
Mailings.” 


T.V. IS NEW AID 
TO PUBLICITY 


The Federation of British 
Industries exhibitions committee 
has agreed that television, if 
utilised now while it is still a 
novelty in so many European 
countries, provides an excellent 
opportunity for publicising 
British industry generally and at 
the same time increasing British 
prestige abroad. 

Already at exhibitions at 
Copenhagen and Berlin television 
has attracted large crowds. Al- 
though many visitors may come 
primarily to see television itself, 
nevertheless, the programmes 
shown can bring to their notice 
British goods being displayed at 
the exhibition. The Radio In- 
dustry Council has expressed 
willingness to advise any British 
manufacturers desiring to make 
use of this form of publicity. 


Order Books Are 
Full 


Monotype Corporation divi- 
dend is to be increased by 24 
per cent to a total of 174 per 
cent. 

Sir Geoffrey Ellis, chairman, 
announced that the order books 
remained full for both at home 
and abroad. Thanks to the visit 
of Mrs. Beatrice Warde, publicity 
manager, to printing centres in 
the U.S. and Canada, there had 
been an increased demand for 
Monotype’s special type faces. 
The same keen interest was being 
shown by Near and Far East 
printers, who had steadily grow- 
ing demands for their special 
scripts. 


Two Essay 
Winners Get 
Free Trip 


The Advertising Club of New 
York have entered whole- 
heartedly into the International 
Advertising Conference Youth 
Scheme by award.ng two special 
prizes for their 1950-51 Adver- 
tising and Selling Course “Presi- 
dent’s Medal Essay Contest.” 

The top ranking essay winners, 
including the medal winners and 
the honorable mentions, will be 
submitted to a _ distinguished 


Over 450 registrations of over- 

seas delegates have now been 

received for the International 
Advertising Conference. 


group of American advertising 
men with theirequalifications and 
up-to-date occupational records. 

The two highest ranking essay 
winners who are employed in 
some recognised branch of the 
advertising business will be 
declared the winners of two paid 
up round trips by boat to the 
Conference, including an award 
of $50 to cover expenses on the 
round trip. 

It is safe to assume that the 
ideg behind this generous and in- 
spring scheme has been fostered 
by Mr. Charles C. Green, manag- 
ing director of the Advertising 
Club of New York and a great 
friend of many years standing to 
British advertising. 

Among latest registrations are: 

J. J. Bontekoe, managing direc- 
tor of the Gillette Safety Razor 
Co. of Holland. 

G. C. F. Nicaese, advertise- 
ment manager of Her Laatste 
Nieuws (a national daily), and an 
Officer of the Chambre Syndicale 
de Publicité Belge. 

Arvid Hirsch, director of AB 
Svenska Telegrambyran—an ad- 
vertising agency established in 
1867—and a member of the Pub- 
licity Club of Sweden and the 
Stockholm Advertising Assn. 


ADVERTISER'S WEEKLY 


Publishers’ 
Announcement 


The persistent rise in the costs of 
paper, printing and general 
production has reached the 
stage where the publishers of 
ADVERTISER'S WEEKLY are 
regretfully obliged to increase 
the price of the journal. With 
the issue dated Thursday, 
April 5, the single copy price 
will be Is., annual subscrip- 
tion 52s, 6d. post free (over- 
seas 55s.). 


The price of the WEEKLY to its 
readers has not changed for 
almost five years. During the 
last year alone the price of 
the paper on which the 
journal is printed has risen by 
more than 50 per cent. We 
believe that our readers know 
well enough for themselves of 
the s'milar increases that have 
affected, without exception, 
every other material] and ser- 
vice that goes into the produc- 
tion of a weekly journal. We 
therefore feel sure that our 
readers will accept with under- 
standing the necessity for 
asking them to bear a part of 
this increase in costs. 


Robin Hood In 
Festival Emblem 


A combination of the national 
Festival of Britain emblem with 
a head of Robin Hood is the 
outstanding feature of the design 
that is to be Nottingham’s own 
Festival emblem. 

The work of Norman K. His- 
lop, a full time student in the de- 
partment of illustration in the 
Nottingham College of Arts and 
Crafts, where he is studying for 
the National Diploma in Design, it 
was selected from 26 designs sub- 
mitted by leading commercial 
studios in the city, and by the 
Nottingham College of Arts. 

The design will be used on all 
publications and publicity in con- 
nection with the City’s celebra- 
tions. 


‘British’ Labels 


Aggressive salesmanship is the 
key to increasing the sale of food 
products in the American 
market, according to Mr. George 
W. Foster, American trade 
advisor on specialty foods, who 
left Britain last week after con- 
ferring with food manufacturers 
and exporters here. 

The British manufacturer who 
wants to see his products sell 
in the United States must have a 
close knowledge of the American 
market and must then conduct a 
vigorous sales campaign, Mr. 
Foster said. He suggested that 
the most satisfactory way to 
press the advantage of an effec- 
tive sales campaign was to have 
a firm member visit the United 
States to study conditions at first 
hand. 

Mr. Foster’s visit was spon- 
sored by the Dollar Exports 


Aid Food Sales In 


Board, the Economic Co- 
operaton (Marshall! Plan) 
Administration and the Ministry 
of Food. 

If it were not possible for a 
firm to send a personal repre- 
sentative. Mr. Foster suggested 
that exporters make use of the 
various American trade Buying 
Office groups in this country 
which have been responsible for 
a sizable volume of British 
exports. Labelling was of first 
importance and labels of British 
merchandise should bear a 
national character as an aid 
to selling. 

Mr. Foster also suggested that 
exporters study standards and 
labelling required by the United 
States Food and Drug Adminis- 
tration before sending their 
products abroad. Information 
on the requirements is available 


North America 


both at the American Embassy in 
London and the Ministry cf 
Food. 

Another aspect of the 
American market that requires 
study is pricing. It is important, 
Mr. Foster said, to export goods 
which will fall within popular 
price ranges. He cited as 
examrle a certain item priced 
at seventy-five cents which sold 
poorly, but when this same item, 
in a smaller quantity, was put 
on sale at fifty-nine cents, sales 
immediately increased. 

Mr. Foster. a private consultant 
who was formerly vice-president 
in charge of export sales of the 
Stokely-Van Camp Co.. one of 
the largest producers of canned 
foods in the United States. is now 
visiting other Marshall: Plan 
countries to confer with 
exporters. 
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Colour: Films And Mirrors Paper Chase—! 


Stress Its Full Effect 


The advantages of colour are stressed in remarkable and effective 
fashion at the “Woman's Own” stand at the Ideal Home Exhibition. 


The stand is divided into two 
sides, one dealing with the 
journal's service features, fashion, 
beauty, and cookery, while the 
side at right angles introduces 
contributors to the public. The 
feature side is divided into three 
displays each composed of four 
plaster moulded frames with 
muslin drapes. 

The top frame in each case 
shows a three-dimensional photo- 
graph dealing with the subject 
appropriate to that section. 
Articles composing the picture 
were photographed in _ their 
various planes of perspective 
depths. Subsequently the articles 
were mounted on panes of highly 
polished glass which fit into a 
box at the proportionate depth 
from the eye which the camera 
first focused them. 

Twin Projectors 

Work Together 

Below these perspective box 
frames are three screens. The 
projectors feeding these screens 
are placed behind the display and 
the beam is transmitted to the 
screen by a system of mirrors so 
that front projection may be 
used. Each screen is fed by twin 
projectors ganged together so 
they synchronise in operation. 
Films were made in 16 mm. 
Kodachrome from which black 
and white prints were taken. 

Each pair of projectors is 
loaded with a black and white 
print and a colour duplicate, and 
the loops are so placed that the 
frame showing identical pictures 
is fed simulfaneously through 
each lens. The projectors are 
operated by the visitor who de- 
presses buttons on the control 
panels before each display. A 
first button places a black and 
white moving picture on the 
screen -and when subsequently 
both buttons are depressed, the 
picture, without interruption to 
movement, changes from black 
and white to colour at will. 

’- The purpose of these displays 
is to show how the subjects ‘n 
question, although interesting to 
the eye in monochrome, are 
~ dealt with infinitely more effici- 


— 


ently in Womdn’s Own when 
they are translated into full 
colour gravure. 

The conception and design of 
this stand originated entirely in 
the sales promotion department 
of the company, and the stand 
was constructed by Leon Good- 
man Ltd. The projector equip- 
ment was supplied by Southern 
Film Services Ltd. at Slough. 


Hulton Chosen 
For Publicity 
Club Honour 


The Publicity Club of London 
Cup has this year been 
awarded ~to Mr. Edward 
Hulton, chairman of Hulton 
Press. 

This award has been made “for 
his courage and enterprise ‘n 
the field of periodical publica- 
tion; his establishment of suc- 
cessful new advertising media, 
and his interest in, and 
general service to advertising 
and market research.” 

The. cup will be presented by the 
president of the club, the 
Lord Mayor of London. at 
the Mansion House on May 
22. A luncheon will follow for 
the Lord Mayor, with Mr. 
Hulton as one of the principal 
guests. 


Storey Says ‘We Are 


In Strong Position’ 


When shareholders of 
Portsmouth and Sunderland 
Newspapers Ltd. approved a 
scheme for capital reconstruction 
last week, Mr. S. Storey, M.P.. 
told them that the newspaper 
industry was faced with the 
possibility of heavy increased 
costs. - As, however, the price of 
none of the company’s news- 
papers had been increased, and 
as in the North-East their news- 
papers were the only remaining 
1d. evening newspapers, the 
company was in a strong position 
to meet whatever the future held. 


‘FACTORS WORKING AGAINST US’ 


Speaking at the annual 
dinner of the Waste Paper 
Merchants Association in 
London, Mr. Hervey Rhodes, 
Parliamentary Secretary, 
Board of Trade said: 

“Lhe merchants, no doubt, 
had a large part in achieving 
the record collections of 
January when receipts were 
at the rate of 946,000 tons a 


ear. 

. “There are factors working 
against us. There is not the 
stimulus there was in war 
time; a greater volume of 
packaging materials is finding 
its way into the export mar- 
ket; board used for defence 
purposes often does not find 


its way back to the collector. 

“Nevertheless there is still 
room for improvement. 

“In the day-to-day running 
of their business, merchants 
are probably working under 
greater difficulties than 
were during the period of 
control. There has been a 
steep rise in prices; very heavy 
pressure is being exerted by 
waste paper users. 

“There will, I hope, be a 
further improvement in sup- 
plies during the spring and 
summer, more local 
authorities get under way with 
their collections, without the 
need for more drastic Govern- 
ment intervention.” 


Festival Display 
Contest 


There are still vacancies for 
additional sponsoring manufac- 
turers in each of the ten trade 
groups in the Festival of Britain 
display contest organised by the 
British Display Association, but 
the food and beverages group 1s 
already almost complete. Among 
well-known manufacturers who 
have confirmed their entries are 
Cadbury Bros., Columbia Gramo- 
phone Co., The Crookes Labora- 
tories, John Dewhurst & Sons, 
Foster Clark, C. E. Fulford, the 
Gramophone Co., Joyce (Cali- 
fornia), Kellogg Co. of Great 
Britain, Kraft Cheese Co., Mabie 
Todd & Co., the Marconiphone 
Co., Marmite Food Extract Co, 
I. & R. Morley, Maconochie 
Bros., Rowntree & Co., Ryvita 
Co., and Wm. Wren. ; 

The British Display Associa- 
tion will have the collaboration 
of the Council of Industrial 
Design in judging. Each trade 
group will be sponsored by 20 
manufacturers at a cost of £50 
each. 


IRISH TOURIST 
CAMPAIGN 


The Irish Tourist Board is to 
increase its publicity staff. Rapid 
expansion of the Board's publi- 
city is taking place and approval 
has been given for production of 
the following booklets: 

“Going To Ireland”—100,000 
copies; “Hunting in Ireland’— 
10/20,000; “Angling in Ireland” 
—10/20,000; “Golf in Ireland”— 
10/20,000; “Motoring in Ireland” 
—10/20,000; “This is Ireland”— 
50/60,000; “Ireland” folder— 
100/200,000. 

In conjunction with Aer Lingus 
(Irish Air Lines) and Coras 
lompair Eireann (Transport 
Company of Ireland) the Board 
has sponsored a series of adver- 
tisements in leading travel jour- 
nals in the United States, and is 
considering an advertising cam- 
paign through newspapers in 
Great Britain. Post Office can- 
cellation stamp machines are also 
to be used to popularise holidays 
in Ireland. 


INDUSTRIAL EDITORS WILL CONFER 


Programme of the European 
Congress of Industrial Editors, 
which the British Association of 
Industrial Editors, at the invita- 
tion of the Ministry of Labour 
and Nationa! Service, will hold on 
May 23-26, includes the follow- 
ing: 

Wednesday, May 23, reception 
in the library of the Min’stry of 
Labour and National Service. 
Thursday, addresses by a leading 
industrialist and a national! news- 
paper magnate; overseas delegates 
will discuss house journals 
abroad. Friday, journey by river 
to the works of Ford Motors >t 
Dagenham; evening, it is hoped 
to arrange visits to one of the 
national newspaper Presses. 
Broadcasting House, and 
Alexandra Palace. Saturday. Mr. 
A. J. Angel, devuty news editor, 
News Chronicle, will speak on 
“No news is bad news—Sécrets 


behind your daily newspaper”; 


counter, 


Forum, a brains trust of British 
and overseas industrial editors; 
annual meeting of the B.A.LE.; 
visit to a West End theatre. 


New Semi-Circular 
Bookstall 


A new mahogany-faced book- 
stall with a 24 ft. semi-circular 
counter opened for business at 
Charing Cross on Monday. Con- 
structional work had been going 
on behind the front of the old 
stall for some weeks. Besides the 
24 ft. mews counter there is a 
walk-m book section at one side 
and a senarate stationery counter 
on the other. f 

The new bookstall, with — ts 
24 ft. counter allows a better dis- 
play on the magazine counter 
than the old stall, with its six-foot 
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‘Local Ads To Vanish From 
Railway Stations’ Forecast 


Changing trends of advertising on the railways would tend to 
eliminate the local advertiser, said Mr. H. A. V. Faux, of W. H. 
Smith & Son, when outdoor advertising was the subject of the 


Club News 


Southampton 
The Play’s The Thing 


Canon C. B. Mortlock, drama 
critic and chairman of the Council 
of the Actors Church Union, 
spoke on “The Modern Theatre” 
at the ladies’ day luncheon of 
Southampton Publicity Club. 

In New York, he said, he found 
a much more lively and intelligent 
understanding of the theatre than 
in London, although the New 
York theatres were old and un- 
comfortable, and there was noth- 
ing to satisfy playgoers but the 
play! 

Nothing could kill the theatre, 
he went on, because its impact 
was spiritual. No one could tell 
its true beginnings, except that 
they were in the religion of the 
altar of sacrifice. 


Glasgow 
The Trend To Fewer 


Papers 
The tendency over the last 


generation towards bigger and 
fewer newspapers was one which 
should be viewed with alarm, Mr. 
J. Morgan Thomson, editor of 
Forward, told members of Glas- 
gow Publicity Club. He did not 
think that this trend had been 
for the better so far as democracy 
and vitality in this country were 
concerned. 

The general level of costs and 
production had risen steeply and 
there was a downward pressure !n 
revenue. Resultantly, two or 
three distinguished periodicals 
had disappeared and quite a num- 
ber of weeklies were struggling 
for existence. Steps should be 
taken to arrest this sort of prob- 
lem. Mr. Thomson commended 
the schemes operated by the News 
Chronicle, Manchester Guardian, 
and the Observer, where there was 
a form of trust ownership. 


eleventh in a series of lectures 
organised by Liverpool and 
District Publicity Association. 
Mr. J. S. Brown (David Allen 
& Sons), who dealt with posters 
on hoardings and solus sites, gave 
there cardinal rules: Decide 
whether posters are a suitable 
medium for the product; make 
full use of colour and bold 
design; having selected the lay- 
out, get a full-scale drawing made 
and tacked on a hoarding in 
order to judge its effect under 
“active service” conditions; select 
sites with care so that each poster 
is strategically sited; don’t use 
small lettering or illustrations 
that will stand ground level dis- 
play only; put name at the top 
where it will be safely out of 
reach of malicious damage bv 
children; don’t keep the bill- 
poster short of posters for re- 
newal purposes; and use posters 
in sufficient quantity and for a 
long enough period to enable 
them to build up effect and do 
their job. 
Referring to the regulations 
controlling outdoor advertising 
under the Town and Country 
Planning Act, he said that they 
were designed to control and not 
to repress. “As such,” he con- 
tinued, “I welcome them, for it 
is only those sites which injure 
amenity or are dangerous to pub- 
lic safety that will receive theic 
death sentence—and rightly so.” 


Mr. Faux, who dealt with rail- 
way and bus advertising, said that 
through the nationalisation of the 
railways, when existing contracts 
ran out, they would not be re- 
newed. This was a great tragedy. 
British Railways worked on < 
sectional basis, with the result 
that the service—particularly the 
local service which the private 
contractor was able to give— 
would no longer be available. 
This would mean that the whole 
type of railway advertising would 
alter. The stations would not 
carry the local advertiser because 
he could not be humbugged dy 
long-winded transactions with 
government departments. 


Manchester 


WE HAVE WORLD’S BEST DESIGNERS 


The importance of a design 
policy to manufacturers and 
distributors was emphasised by 
Mr. Joan Gloag, author and 
council member of the Council 
of Industrial Design and a 
director of Pritchard, Wood & 
Partners, when he addressed 
members of the Manchester Pub- 
licity Association on the work 
and object of the Council. 


“We have got better designers - 


in this country than anyone in 
the world but we do not use them 
properly,” he declared. “We are 


in competition with the smartest 
people on the face of the earth— 
the Americans—who thoroughly 
understand what design policy 
means. They bring in the designer 
as one of the team when they dis- 
cuss new products. Very, very 
few British firms do that.” 

The Council, he said, would like 
both manufacturers and distri- 
butors to realise that their design 
policy is at least as important as 
their sales policy or their adver- 
tising policy. The three were 
married together. 


Sir Miles Thomas, president o 


ADVERTISER'S. WEEKLY 


the Advertising Association, and 
Cmdr. Robertson-Macdonald, chairman of the 


Club Development 


Committee, making the draw for the National Speaking Contest. 


Sheffield 
Burden Too Big 


Cr. W. G. Pallett, managing 
director of Laycock Engineering 
Co., Ltd., addressed the Pub- 
licity Club of Sheffield on “Ad- 
vertising and the Engineering 
Industry.” - 

j}He declared that the cost of 
advertising was far too high and 
that the burden laid on the 
engineering industry was out of 
proportion to the outlay of the 
manufacturer. 

Lt.-Col. Maurice W. Batchelor, 
who presided, suggested to the 
speaker that there were other 
points of view to be considered. 


a 
Obstacles In Way 
Of Design 


Mr. E. C. Mackenzie, director 
of W. S. Crawford Ltd. and man- 
aging director of Sir William 
Crawford & Partners Ltd., was 
chief speaker at a public discus- 
sion meeting organised jointly by 
the Birmingham Publicity Club 
and the Midland Industrial Asso- 
ciation at the Imperial Hotel, 
Birmingham. 

Mr. Mackenzie referred to 
obstacles still in the way of a 
wider anplication of good indus- 
trial design. Among these impedi- 
ments, he mentioned the con- 
servatism of boards of directors, 
which have the usual incapacity 
of corvorate bodies to take bold 
and forward-looking decisions. 
Their conservatism, Mr. Macken- 
zie said, is aided and abetted by 
the incapacity of those bearded, 
corduroy-trousered, loud-shirted 
young men, whose sartorial ap- 
parel and tonsoria] peculiarities 
are frequently their chief 
claims to be taken for artists. Ut 
is largely to them, said Mr. 
Mackenz‘e. that we owe those 
“modernistic” designs which 
justify the popular belief that 
modern artists are daft as well 
as funny. and which have given 2 
bad name to design in general. 


Portsmouth and Southsea 


‘WATCH FOR THE 
RACKETEERS’ 


At the rope + 6 luncheon meet- 
ing of the Publicity Club .of 
Portsmouth and Southsea, mem- 
bers heard an interesting talk 
from Mr. S. Chevallier, on the 
activities and aims of the Incor- 
porated Society of British Adver- 
tisers of which he is general 
secretary. 

Mr. Chevallier said that in 
spite of the tremendous strides 
which have been taken since the 
beginning of the century to 
remove undesirable elements from 
advertising there are still a t 
many unscrupulous firms in both 
the agency and publishing worlds, 
whose sole aim is to relieve the 
advertiser of as much money for 
as little effort as possible. 

The Festival of Britain has 
provided an excellent opportunity 
for some of these racketeers to 
exploit the advertiser, and Mr. 
Chevallier warned that great care 
should be exercised by local 
councils in their choice of firms 
to whom they entrust the pro- 
duction of their Fest'va] litera- 
ure. 

He also advised advertisers not 
to be influenced by the “black- 
mail tactics of the space sales- 
man who offers editorial mention 
in return for an order.” 


Ireland 


Travelogue 

Mr. Peadar O’Curry, editor of 
The Standard—trish Catholic 
weekly—was guest speaker at the 
Publicity Club of Ireland last 
Thursday. when he told members 
of “Journeyings Through 
Europe.” He said that he had 
been in eleven countries durin 
the war. both as a journalist an 
—in some areas—on a mission for 
the American High Commissioner 
in Germany. 


More Club News On Page 52! 
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NEWS ABOUT PEOPLE 


5 a 


J. A. §. Morrison 
—Radiogram 
marks retirement. 


J. A. S. Morrison, who joined 
the Printing, Packaging and 
Allied Trades Research Associa- 
tion as their first liaison officer in 
1939 and has been senior liaison 
officer since 1945, was entertained 
at luncheon last week and pre- 
sented with a radiogram by 
Patra’s Council to mark his retire- 
ment. During nearly 12 years 
with Patra, Mr. Morrison has 
been concerned with membership 
matters, the printing and packag- 
ing advisory services, with exhi- 
bitions and the reception of 
visitors, and with conducted tours 
at the Research Centre. 

He proposes to take up consul- 
tation work after leaving the 
Patra. 

* ~ * 

Roger Falk, director-general of 
Betro, accompanied by A. G. 
Jones, director of research, is 
flying to West Africa on Sunday 
to meet there with Paul Berthon 
of the Betro staff. This visit is 
in connection with important re- 
search developments in the 
Colonial Empire. 

* 7. * 

Charles E. McConnell 
(McConnell’s Advertising Service, 
Dublin) is at present on holiday 
in Madeira. He is expected 
back in Ireland about the end of 
this month. 

* * * 

René Elvin, P.R.O. of W. S 
Crawford Ltd., who started his 
journalistic career as a music 
critic. and is still writing and 
broadcasting on music in his 
spare time. is giving a talk on 
Vincent d'Indy in Music Maga- 
zine in the B.B.C. Home Service 
on Sunday. 

. + * 


Lewis Foster of City Display 
Organisation Overseas Company, 
has returned from Paris where 
he has been supervising the work 
which C.D.O. are doing for the 
E.C.A. Visual Information Unit. 
This consists of the installation 
of special features in a six coach 
exhibition train, which. when 
completed, will tour the Marshall 
Aid countries of Europe. 


P. T. Moss— ¥. © 
manages a big 


Hatch—at 
the office with the 
house. lark. 


Jack Beddington, vice-chairman 
of Colman, Prentis & Varley, has 
returned from a six weeks’ tour 
of Venezuela and a visit to New 
York. 

7 * * 

T. J. Hatch has completed 60 
years with the Croydon Times 
of which paper he and his wife 
are directors. He still arrives at 
the otiee daily before Som. 


To mark 50 years’ unbroken 
service with the company F. D. 
Thomson, night publisher of the 
Western Morning News, has been 
presented with an inscribed chim- 
ing aon. 

- * 

This is the 28th Ideal Home 
Exhibition of P. J. Moss, its 
house manager. 

(See Maialy Personel, page 520) 


Patricia’ Rushton has been 
appointed P.R.O. for three Irish 


companies: O'Dea & Co. Ltd. 
(mattresses and furniture); Fuel 
Utility and Economy Ltd., and 


the Drifome Carpet Cleaning Co. 
Ltd., all with headquarters in 
Dublin. 

* * * 


H. M. Barton, who has been 
in control of the sales promotion 
section of Optrex for several 
years, has been appointed sales 
manager to the Company. 


OBITUARY 
Preb. A. Taylor 


Prebendary Arthur Taylor. 
vicar of St. Bride's, Fleet Street, 
and honorary chaplain of the 
London Press Club. the Institute 


of Journalists, and the Fleet 
Street branch of the British 
Legion, died last Thursday, 
aged 83. 


From July 1919 to July 1922 
he was a st of the staff of 
The Times. Bride’s becam:. 
during his daca the parish 
church of the newspaper com- 
munity; and the school of print- 
ing under the St. Bride Founda- 
tion found in him a strong sup- 
porter. The funeral was on 
Monday in the crypt at St. Paul's. 
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BBC Publications Ad Department: 
Ralph Judson Announces Changes 


Ralph Judson, head of the 
advertisement department B.B.C. 
publications, announces these 
changes in his organisation: 

E. P. dE. Hemsworth remains 
assistant to Mr. Judson. 

E. V. Robinson, F. B. White 
and W. J. Freeman will be the 
agency and trade contacts for 
Radio Times. 

. S. Batten becomes advertise- 
ment manager of The Listener. 
His assistant will be F. 


A. D. Duggin becomes adver- 
tisement manager B.B.C. over- 
seas publications. His assistant 
will be C, L. Cliffe. 

S. H. Lucy will be advertise- 
ment manager of the supplemen- 
tary publications. 

R. Bashforth is space mana- 
ger for all B.B.C. publications. 

E. Dacre Smith js publicity and 
trade scheme manager. 

F. W. F. Lowther becomes ad- 
vertisement manager for the 
north and Scotland, working 
from Manchester. 


Brebner Off 
To Norway 


Believed to be the first British 
P.R.O. to be invited on an 
official visit by a foreign 
government is J. H. Brebner, 
chief public relations and 
publicity officer, British Trans- 
port Commission, who will 
shortly visit Norway as guest of 
the Norwegian Government. 

He will speak on April 4 at a 
joint meeting of the Norwegian 
Press Association, the Journalists’ 
Club of Oslo, and the P.R. Club. 
at which editors, Pressmen. and 
broadcasting people will be 
present. The following day, at 
a meeting to be attended by 
representatives of Government 
departments and heads of large 
firms, as well as advertising and 
P.R. notabilities, he will speak 
on P.R. in Government depart 
ments. public corporations, and 
business firms. 


Taking Films And Strips 

At Bergen he will talk with 
particular reference to the Britiss 
Transport Commission's public 
relations. 

Mr. Brebner is taking with 
him, at the Norwegians’ request. 
the British Transport films 
“Transport” and the recently- 
completed “Work in Progress.” 
as well as a film gazette, and 
some instructional film strips. 

He will leave this country at 
the end of this month and return 
on April 12. 

Mr. Brebner’s visit to Norway 
is in line with a move towards 
an international public relations 
organisation in which Mr. Odd 
Medbiée. president, Norwegian 
Public Relations Club, has 
played a prominent part as 


Speirs. 


deputy chairman of the provi- 
sional international committee. 


“Old Ben’ Founds 


New Pensions 


Two new pensions have been 
founded by the Newsvendors’ 
Benevolent and Provident Insti- 
tion (“Old Ben"). 

At the annual meeting last 
week, it was decided to found, 
in perpetuity, a pension § in 
appreciation of the _ services 
rendered to the Institution by 
Councillor S$. T. Wilce-Taylor 
during his year of office as chair- 
man of the cominittee of manage- 
ment. 

In consideration of a gift of 
£1,000 from members and friends 
of the Provincial Wholesale 
Sunday Newspaper Distributors’ 
Society, a pension is to be 
founded in perpetuity in memory 
of the late Herbert H. Canty, 
formerly circulation manager, 
Sunday Pictorial. 

The following were elected or 
re-elected members of _ the 
committee of management for 

E. 


three years: Messrs. A. 
Ashwell. H. E. Bond, A. T. 
Chipperfield, H. Clegg, E. . 
Clunes, E. J. Cox, W. 


Garnham, T. W. Gooding, A. P. 
Green, R. A. Hall, R. C. Haynes, 
S. F. Henley. A. A. Love, W. G. 
Pyatt, V. E. Royle, E. A. Stevens, 
J. O. Stevenson. A. Whinfrey, 
A. C. White, S. T. Wilce-Taylor. 

Messrs. B. L. Pewtress, R. S. 
Baumber, R. A. Hall, F. J. Price, 
W. H. Hollings, and 4H 
Pountney were elected or re- 
elected members of the audit 
committee. 


Sir G. Ellis Resigns 
After 29 Years 


Tribute to Sir Geoffrey Ellis, 
who has resigned after 29 years 
with the Monotype Corporation 
Ltd., 16 years as chairman, was 
paid by Lord Ramsden, the new 
chairman, at the annual luncheon 
of the Corporation at the Con- 
naught Rooms last week. 

During Sir Geoffrey's connec- 
tion with Corporation, said Lord 
Ramsden, production of mono- 
type machines had _ increased 
roughly three-fold. A new posi- 
tion had been created within the 
Corporation in honour of Sir 
Geoffrey—that of president. 

Lord Ramsden referred to the 
effect that the paper shortage was 
having on the Corporation. “I 


feel a much greater attempt 
should be made to salvage waste 
paper.” he declared. 


Irish Supplement 

In the Irish Supplement appear- 
ing with this issue of ADVER- 
TISER’S WEEKLY there appears an 
article on trade between the two 
countries written by Mr. Daniel 
Morrissey when he was Minister 
for Industry and Commerce. 
Since the Supplement went to 
press, Mr. Morrissey has resigned 
from that office to become 
Minister of Justice 
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% THE RETURN TO MADRID 
The Rt. Hon. the Viscount Templewood 


Ww IMPRESSIONS FROM THE PARIS DRESS SHOWS 
Dora Shackell 


%e POET WHO TAUGHT SHORTHAND 
Edmund Blunden 


*% NEW LIFE IN A NEW TOWN 


Hilde Marchant 
¥%& TONGA—A REAL LIFE BLUE LAGOON 


written and illustrated by Robert Gibbings 


Some typical Features 
from recent issues 


WORLD AFFAIRS * FASHION 
SPORT + MUSIC - TRAVEL 


FILMS - ART - HUMOUR 


THEATRE - FICTION 


NATURAL HISTORY 
SCIENCE 


G. LINDLEY SPARKES 
ADVERTISEMENT DIRECTOR 
114 FLEET STREET, LONDON, E.C4 
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Colour-Bar Threat 


| Doo recent months there has been steady and patient 


effort, on both sides, to reduce tension between labour and 

management in the printing industry. After the regrettable 
dispute which brought stoppage in the publication of many 
periodicals last year, it appeared that reason, at long last, was 
likely to prevail. 

Hopes of harmony, and of an enduring peace, are now rudely 
jolted by the attitude of another section of the employees. Trade 
unionists in the machine room of the Daily Express have sought 
to bring pressure to bear on the management in support of their 
demand for further pay increases when colour advertisements are 
run. Rather than submit to what may be considered a polite form 
of extortion, the management have decided to stop using colour. 
This must have been a hard and bitter decision to take, and that 
it has been made demonstrates how strongly the management 
must feel they are being held to ransom 


* * * | 


The dispute is domestic. The full forces of a Trade Union, and 
of the proprietors’ organisation, are not engaged. A small section 
of employees is involved, and what measure of backing they 
might get even from the general membership of their own union, 
is a matter of speculation. In rejecting the management's offer 
to make any final agreement retrospective, provided they con- 
tinued working on their present terms during the negotiations, 
the men display no evidence of responsibility, or wise leadership. 
The management's offer to make any agreement retrospective is 
proof of goodwill and a reasonable spirit. 

The sad fact remains, however, that a relatively small body of 
workers are able to retard the wheels of progress, to put a 
premium on enterprise. Further experiment on a_ technical 
development of immense potential value to advertising is halted. 
History affords many instances of determined opposition to 
mechanical improvements, but we live no longer in the days of 
the Luddites. There are no fears of reduced employment, or of 
lower wages, if colour runs are introduced as a regular and 
expanding feature of newspaper publishing. Actually the reverse 
is the case. This development is likely to bring increased pros- 
perity, which all associated with the industry may share. 


* * * 


Against this encouraging certainty the arbitrary attitude of the 
employees concerned is even more difficult to comprehend. 
Printing shops throughout the land are already hedged in and 
around with what must appear, to the uninitiate, as suspiciously 
like restrictive practices. Forces of reason, on both sides, work 
for their removal, by agreement. : 

These “‘colour-bar™ tactics are a heavy spanner in the works. 
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To-morrow’s Topics 


Travel Trade’s 
Dollar Bid 
VERY section of the travel 
trade is to be asked to co- 
operate in a vigorous sales 


promotion campaign in North 
America to supplement the 
Festival Year efforts of the 
British Travel and Holidays 
Association. 

Target is 200,000 visitors from 
America. 

Travel Association chairman 
Sir Alexander Maxwell says the 
market is “now more receptive to 
a ‘Come to Britain’ invitation, but 
the potential visitor must be 
shown that we really want him.’ 

Recent survey of the USS. 
travel market shows that there 
is “a more optimistic trend.” A 
big campaign will try to turn this 
to credit. 

—_— —_— _- 

Some advertising agencies 
have ambitious plans for the 
International Advertising Con- 
ference. One has invited 40 
friends and clients from over- 
seas . . . and there will be a 
grand eve-of-Conference ban- 
quet. Others are expected to 
follow suit when they realise 
what a good job of public 
relations may be done in this 
way. 


Best-Seller 
‘Battle’ 


“Battle of the Books” is 

developing between Collins 
and George Allen and Unwin 
Ltd. 

Talk of the day in the book 
world centres on whether Eric 
William’s Wooden Horse or Thor 
Heverdahl’s Kon-Tiki will be the 
best seller of recent years. 
Collins claim for the former + 
world sale of about 750,000 
copies, while Allen and Unwin 
claim 875,000 for Kon-Tiki. 

The rival publisher: have 
enlisted famous cartoonists Giles 
(Collins) and Vicki (Allen and 
Unwin) to illustrate their adver- 
tisements, and the campaigns are 
developing along spritely lines. 

The issue has yet to be 
decided. Kon-Tiki, barely a 
year old, has still to appear ‘n 


book-club editions for which 
there are ambitious publicity 
plans. 

— — = 


Fish fryers, regretting their 
inability to snend £100,000 a 


THE NATIONAL MAGAZINE CO. LTD. 


28/30 GROSVENOR GARDENS, S.W.! 


year on a national campaign 
to sell more fish and chips, are 
looking for alternative ways of 
advertising themselves. They 
hope to link up with the 
trawler owners in an “Eat 
More Fish” campaign. And 
they plan brighter window 
displays. 

_- 


Ad. Careers For 
Undergrads. 


HIRD-year undergraduates at 

Oxford University seeking 
advice on careers will be handed 
a memorandum entitled “Adver- 
tising As A Career.” 

Would-be publicity men will 
read that advertising is “the art 
of making something known with 
the object of persuading the pub- 
lic to take a certain action. ..a 
highly complex business.” 

Packed with elementary infor- 
mation vital to the job-seeker, 
this useful document was pre- 
pared by Mr. John Tanner, an 
assistant secretary of the Oxford 
University Appointments Com- 
mittee, who is a member of the 
Advertising Club of Oxford. Mr. 
E. Kingsley Belsten, vice-presi- 
dent and education officer of the 
Club, will advise undergraduates 
who are interested. 

No other British university has 
yet made’so thorough an ap- 
proach to advertising as a career 
open to its graduates. 

_— = 


— 

Following complaints by re- 
tailers, the National Federation 
of Ironmongers is to change its 
selling slogan from Rely On A 
REAL Ironmonger to Rely On 
YOUR Ironmonger. The Federa- 
tion's whole scheme of publicity 
is to be revised. Material will be 
sent to all 5,000 members instead 
of going only to 550 publicity 
subscribers, 


They Want To 
Get Ahead... 


EPORT is expected soon on 

the results of a “hat habit” 
survey being carried out by field 
teams in different parts of the 
country— Newcastle, South 
Wales, and Gjasgow. 

Surveys by questionnaire did 
not come up to expectation; re- 
tailers showed no great enthusi- 
asm for tie-ups. 

A big new bid to persuade men 
to wear hats may be expected 
before the autumn. 


ROUND TABLE 
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SET FAIR 


The Knowlings live in an attractive little house in 
Clendower Road, Peverell, Plymouth. It belongs to 
Peter Knowling’s father. One day Peter hopes it will 
belong to him. 

They have known quite a few partings in the eight years 
they’ve been married, for Peter is in the Royal Navy. 
With his pay and allowances as a Petty Officer they maintain 
a comfortable standard of living, and the future for six-year- 
old son Christopher seems to be set fair. 

Joan and Peter Knowling are able to buy many of the 


things which make life easier and are looking forward to 


buying more of them as time brings promotion and in- 
creased prosperity. Like so many of their age group, they 


read the Sunday Pictorial from cover to cover. 


The Sunday Pictorial with its average weekly net sale of 


5,165,253 covers a tremendous cross-section of Britain an | 
goes into the homes of all classes. Moreover, it brings pro- 
ducts to the notice of entire families on the best advertising 
day of the week—the day when the whole family can rea | 
at leisure. On a square inch per thousand basis, its present 
space rate is actually 10.9 per cent less than pre-war, and 


the new rate from June 3rd will be only 7.8%, above 1939 


Sunday Pictorial 
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NE of the world’s major 

print production head- 

aches should by now (if 
there is any justice in this 
world) be vanishing under the 
influence of a holiday in some 
exotic island. It is the head- 
ache gathered by the production 
manager of Thomas Cook’s. 
What that man and his satellites 
must go through each year! 

I have recently received a batch 
of their print, though whether it 
includes all the booklets and leaf- 
lets they produce I do not know. 
This pile was enough. It consists 
of 12 elaborate octavo books 
running up to 104 pages with full 
colour covers, and 14 other book- 
lets and folders. The whole lot 
weighs a shade under 4 lb. In 
all 13 different printers were em- 
ployed, one of them a firm in 
Colombo. Surely not a little time 
has been spent investigating the 
possibilities of printing more of 
them abroad in countries which 


Print Production 
For The Cook’s Tour Man 


didn’t win the war and thus have 
plenty of everything including 
Paper. 

The Cook technique in publi- 
city is direct, but by no means 
unchanging. Though most of this 
year’s booklets are produced in 
the familiar, well-tested style, ex- 
periments are made. One finds 
new methods being tried out in 
some of the smaller pieces of 
print. The successful experiments 
are no doubt developed for the 
bigger productions. 

This year, for example, there 
are two booklets covering motor 
coach tour holidays, one in Britain 
and the other on the Continent. 
The British book is quarto land- 
scape, but folded to give octavo 
front and back covers. The Con- 
tinental book has the standard 
octavo format, though it has 
exactly the same total aggregate 
page area. No doubt this is one 
of the experiments, as it could 
hardly be due to printing exigen- 
cies. Again, whereas the bigger 
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booklets are for the most part 
written in the rather trite conven- 
tional style, like seedsmen’s cata- 
logues, many of the smaller leaf- 
lets have more elaborately writt:n 
text, as if the manager had given 
a bright young man a chance to 
try out a new idea in presenta- 
tion. 
. * 


LONDON COASTAL COACHES also 
make a strong bid for holiday 


PRINT REVIEW 
by 


Brian Hilton 


business. Their policy is to give 
very detailed day-by-day descrip- 
tions of the holiday tours they 
offer. This is obviously sound 
policy, for people planning holi- 
days which will cost them a good 
chunk of the year’s savings will 
be quite willing to read masses of 
8 pt. type to find out just what 
they are being offered—indeed, in 
the longish descriptions they wi!l 
live their holidays over and over 
again before they even start off. 

London Coastal! Coaches handi- 
cap themselves unnecessarily by 
using cover designs which are not 
nearly glamorous enough. Each 
of the latest three covers is in two 
colours, one a blue and black, one 
a hard bright green and black and 
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the chird orange and black. In 
each case there are photographs, 
but most of them are woolly and 
unexciting. A dramatic effect is 
always a good thing to aim at on 
covers which have to excite 
people, as these should. A few 
more pounds spent on these 
covers would be a good invest- 
ment. 
* * 

THE VALUE of drama and 
glamour are fully appreciated by 
the States of Jersey Tourism 
Committee. Their 24-page bro- 
chure is really exciting. Printed 
offset by Jarrolds, it is crammed 
with brilliant colour photographs 
and pleasantly set jin  Plantin, 
leaded for easier reading, and 
with penscript headings. The 
colours are bright and gay—even 
the front and top edges of the 
pages are stained a _ sunshiny 
yellow. It is a booklet which 
really sets out the wares before 
the customers and makes the task 
of selection easy and happy. It 
will not only enable people to 
prelive their holidays but is also 
a jolly souvenir which they can 
keep among their snaps. 

* * * 


THe SoutHporr Official Guide 
has been sent to me by the Pub- 
licity and Attractions Depart- 
ment. This stuid and conventional 
book does not do justice to the 
attractions organised by the 
Department. It is printed on a 
buff paper and set in Rockwell 
with Trafton Script headings. It 
starts off with a letter from the 
Mayor—as if visitors even cared 
whether Southport has a Mayor! 
The material for a good book is 
there, but it needs a bit of life 
breathed into it—or the cautious 
hand of a committee removed 
from it. 

* + * 

CHARACTERISTICALLY British is 
a book published by The Wall 
Paper Manufacturers Limited, the 
fifty year old combine to cele- 
brate its Golden Jubilee. 

It is good to look upon. The 
dark blue and gold tooled cover 
will enrich any bookcase—and 
will certainly look well upon the 


This is a spread from a book published by The Wall Paper Manufac- 


turers Ltd. to celebrate its golden jubilee. 


“characteristically British . 


- - good to look upon.” 
“proceed on their dignified way without the least air of excitement.” 


Brian Hilton says it is 
The inside pages 
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TOP FLIGHT for entertainment—much of it 
brightly educational—is this, the monthly 
Journal of The Royal Air Force. Its 48 lively 


photogravure pages pack in all that’s new and 
interesting in Royal Air Force life and aviation. 


TOP FLIGHT for news, every issue has features 


and pictures you'll get nowhere else... 4 ¢ es R E 7 IE Ww 


TOP FLIGHT for circulation, the rapidly expand- 
ing readership now numbers at least 160,000... 


shooting up every month. The Review is studied Britain’s brightest and best informed pictorial 


on every Royal Air Force unit at home and monthly for the air-minded 
overseas and—as from the April issue—will at 


last be available to the thousands of air-minded In April ROYAL AIR FORCE REVIEW becomes 
families who long for ‘inside stuff’ on the Air available to the general public for the first time. 
Force... ex-Servicemen and women, families Newsagents and bookshops throughout the king- 
with husbands, brothers, sons, in the Air Force. dom will sell this Journal. Already, the huge prior 
demand has meant ‘rationing’ of first month's 
orders : Advertisers contracting for series NOW 
enjoy the ‘bonus’ of rapidly expanding circulation 
at these realistic Advertisement Rates— 

WHOLE PAGE, black ... as nt £50 0 
Send for Rate Card and full details of space WHOLE PAGE, 3 colours * £72 10 
available, in forthcoming issues, TO-DAY. HALF PAGE, black a ” - £28 0 


QUARTER PAGE, black sae ees £15 0 


TOP FLIGHT as your ADVERTISEMENT 
MEDIUM, The Roya! Air Force Review will take 
YOUR message straight to a huge, well-paid 
audience of discriminating men and women. 


No blocks necessary : Series discounts 6 insertions 5°, 
12 insertions 10°... Press close, Ist of month precedin 
Advertisement Director : Clifford Leighton ‘ f P 8 


date of issue. 
THE ROYAL 
AIR FORCE 


REVIEW 180 FLEET STREET, LONDON, E.C.4 
The Journal of the Royal Air Force Telephone: CHAncery 8844 
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There will be 1,500,000 standards of softwood 
available this year, against 800,000 in 1950. 
Our 60,000 readers require ever-increasing 
quantities of timber products in the drive for 
200,000 houses and for the other public services. 
These readers are the chief officers in 2,032 
local authorities and are responsible for an 
annual expenditure of £2,000,000,000. With a 
page rate of only £30, the most economic and 
influential advertising medium in the municipal 
market is. . . 


MUNICIPAL JOURNAL and 
PUBLIC 


e : s 


WORKS ENGINEER 


3/4 Clement’s Inn, Strand, London, W.C.2. 
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Purpose of “The Medway Story” is to describe how paper sacks are 


produced. 


Why was such an old-fashioned method chosen to present 


the story of one of the most modern methods of packing? 


tables in the reception rooms at 
the many offices and works con- 
trolled by the organisation. 
The book is characteristically 
British because the cover is an 
example of good craftsmanship 
and because the inside pages 
proceed on their dignified and 
informative way without the least 


air of excitement. Section by 
section, the work of various 
branches is described Pictures 


are printed in sepia gravure and 
the text is printed letterpress in 
Perpetua. There are also a 
number of illustrations in full 
colour 

A section which might have 
been added could have depicted 
the development of wallpaper 
patterns and decorative — styles 
through the 50 years of the com- 
pany’s existence The volume :s 
a complete record of the domestic 
history of the company; it could 
ilso have recorded the influence 
of the company on contemporary 
life. finishing with its contribution 
to modern housing problems. 

All praise is due to Bemrose & 
Sons Ltd. for a fine job of print 
ng. 

- % * 

Mr. GorDON STOWELL, a 
former editor of Radio Times 
wrote “The Medway Story” for 


Medway Paper Sacks Ltd., who 
have just published jt as a book. 
Its purpose is to describe how 
paper sacks are produced, and the 
part played by the Reed group 
in pioneering that method of 
packing. This it achieves, but 
why was such an old-fashioned 
style of design chosen to present 
the story of one of the most 
modern methods of packing? 

The headings are in an old 
decorated letter and the text pages 
are framed in a tinted border with 
a bracket on the foredge which 
tends to lead the eye off the page 
rather than to perform the proper 
function of a margin, which is to 
contain the eye within the area 
of the page. 

The illustrations are exception- 
ally interesting. For the most part 
they consist of a series of pastels 
by Roy Carnon, who has drawn 
them with a dominating soft 
green, which is not only extremely 
attractive but which clings to the 
memory. 

Godbolds, who produced the 
book, tell me that a copy of the 
edition in cloth covers will e 
sent to responsible officials of 
firms interested in packaging in 
paper sacks, and that there is also 
a special limited edition bound 
in leather. 


(Photo: Zantan 


How A Simple 
Display Sells 


Simplicity is the keynote of this 
new Listerine Antiseptic display 
unit which is already proving its 
selling power at the point of 
purchase. 

This display is compact (mea- 
suring only 6} in. x 5 in. x 24 in.) 
and of clean-cut appearance. At- 
tractively designed in maroon and 
green, its impact owes much to 
simple typographic treatment and 
use of colour contrast. 

The display unit was designed 
by Lambe & Robinson Ltd., ad- 
vertising agents for the Lamber 
Pharmacal Co. 


2 eo a ae OS eet ee a 
eee a ee - | Ss se e tees in 
PCC 5 
| yB-Eon 
; s 
iN 
ys 
f 
N 
| Min 
| OX 
; if i WS 4 Se 
y p 
Y, me a 
if as IT, ag 
Bt =f 
hi =i) Wie 
~~ Za . - 4 
4 Mp = iy 
Ly : 
. ae il 
x 
shel “ws 
Ax — teh 
Se eae 
ri = = ‘ is 
Wey a ’ . 
a 
4 »' ' 
: 4 : . _ a 
bd oe . ee 
- ae % 
ed , ‘ 
ae BO Z SS § 
3 Send 
a I im ‘ ke one is ; 
OL Se ERS LR LEDS NL LS EE * please take — 
Pare 
iv Ce i 
es : 
_ . — z ri Pei i oe: 
= ls wa 


Marcu 22, 


bs] 


NATIONAL 


SOLUS 


SITES LTD 


ADVERTISER'S WEEKLY 
“ 


a SOLUS SITE 


Rela le 


You’re lifted out of the rank and file when you’re on a Solus board 


. .. Out on your own where people will see and absorb your 


Le ee Mea 


ot 
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message. National Solus Sites have all the best positions in the 


well-populated areas’ throughout the country. When you put your 
poster on a National Solus Site you’re well in the public eye. 


§6/60 STRAND - LONDON - W.C.2 , TELEPHONE: TRAFALGAR 4922-3-4 
; Members of the Solus Outdoor Advertising Association 
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NATIONAL NEWSAGENT 
BOOKSELLER STATIONER 
LA 


107 FLEET STREET - LONDON - E 
PHONE: CITY 2604 (4 lines) 
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REGIONAL 


Spring is in the air—and poetry in the copywriter’s 
blood — but WILTON EVAN is terse about some of 
the verse appearing in ads. in the weeklies. 


1 ILL TICKNER isa game- 
keeper. He is out in all 
weathers and at all hours, 

“keeping down vermin, furred 

and feathered,’ and looking for 

poachers. He has reared as 

many as 600 pheasants in a 

season. 

This conversational and newsy 
approach is introductory copy for 
an unusual advertisement in the 
Maidenhead Advertiser. Wt fea 
tures a photograph of Mr 
Tickner, obviously enjoying his 
pint of Wethered’s beer, at the 
Dog and Badger. Medmenham. 
Bucks. Below is a sketch of the 
village and the inn, with the 
slogan “Where there is a 
Wethered sign there is good 
beer.” This example of an adver- 
tisement adapted to suit local 
readership indicates a developing 
trend. A number of such efforts 
have been spotted recently. 


When local people speak to 
readers who know them, in 
language common to _ their 
locality, such advertisements 
have a homely force denied to 
many more elaborate produc- 
tions. Nor does their interest 


end when the pages of the weekly 
are cast aside, 

It is a safe assumption that for 
weeks after the advertisement has 
ceased to appear it is still a talk- 
ing point throughout the neigh- 
bourhood, The Bill Tickners’ 
and their friends no doubt carry 
crumpled copies around in their 
wallets for months, producing 
them on the slightest provoca- 
tion. Much water—-and many 
pints of Wethered—will no doubt 
flow under the village bridge 
before the full effect of this ad- 
vertisement wears off. The intro- 
duction of dialect is becoming 
more popular, but here a con- 
siderable caution is advised. 
Nothing is more fatal than a slip 
up. It is the quickest way of 
killing the effect of a novel 
approach. 


News Value Means 
Ad. Opportunity 


The news value of local per- 
sonalities is readily appreciated. 
editorially. 

The everyday lives of families 
in the villages of Fenland form 
the theme of a new weekly feature 
which is appearing in the Satur- 
day edition of the Isle of Ely & 
Wishech Advertiser. 

The feature is called “Down 
your Village” and covers inter- 


views, descriptive matter and pic- 
tures, running to a full page. All 
the places in the Advertiser cir- 
culation area are being covered 
and the series will run through- 
out the year. 

Reporters and cameramen visit 
Mr. and Mrs. John Bull and 
record their work, their interests 
and their hobbies. The feature 
was planned to put the limelight 
on the ordinary folk, the people 
whose names do not normally 
appear in print. The visits have 
produced some excellent copy 
and the articles have aroused 
widespread interest. 

People from some of the vil- 
lages in the area have come along 
to stake the claim of their com- 


Prominent local personalities 
attended the “Gay Nineties” 
ball staged by the 


“Croydon Times.” L. to r. 
Mayor and Mayoress, Ald. 
and Mrs. M. R. Stacey, 
Lady Dorothy Williams. 
Mr. R. A. Driscoll, Mrs. 
E. B. Hatch, managing 
director “Croydon Times,” 
and Sir Herbert Williams. 


munity for an early inclusion in 
the series 

“The people who make news in 
these articles.” says David 
Newton, editor of the Advertiser, 
are the ordinary folk who are 
the bulk of our readership. Giving 
publicity to the lives they lead. 
the things they do, is helping to 
further the community spirit and 
to bring home to readers gener- 
ally that the workaday world has 
lots of interesting things to offer. 

“The response to this feature 
has been significant. What hav- 
pens in the village street is the 
topic of conversation and they are 


WEEKLIES 


HOW LOCAL LIMELIGHT CAN GIVE ADS 
| A HOMELY PULL 
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keen to see it in __ print. 

Managements should encourage 

such features for they invariably 

attract strong advertising support. 
* * * 


“In the Spring a Young Man’s 
Fancy...” or so we are assured. 
There can be no doubt, however. 
that poetry is in the copywriter’s 
blood at this glad season. Alréady 
there is evidence of it. Poetry. 
perhaps, is too kind a word. 
Judge for yourselves. Here is a 
little Jyric lauding fireplaces. 
which appears in the advertise- 
ment columns of the Blackbur: 
Times: 

Lovely Spring is in the Air, 

Prospects of a coming fair; 

Fresh green buds begin to peep. 


Earth awakes from its winter 


sleep. 

Only the housewife wears a 
frown— 

This Spring cleaning gets her 
down: 

It's such a shame to face the 
Spring 

With that old fireplace still 
fixed in. 

But at Jonochu’s we welcome 
Spring. 

With new designs to please a 
king; 
No longer need the housewif 
sigh, 

Our modern styles will catch 
her eye. 


In the Craven Herald and 
Pioneer even a Scottie dog lapsed 
into rhythm. According to the 
copywriter it proclaimed: 

/f I roll upon the carpet 

Mistress will be mad 

But master doesn't worry 

He's seen the LAKELAND ad. 

Dog lovers should know that 
Lakeland carpet cleaners, with 
the most modern deep-cleaning 
process in Europe, remove not 
only grit and dust but doggy hairs 


as well which choke the pile of 
the carpet. This was the burden 
of a copywriter’s lay. (Rather an 
apposite word “burden’?) 
Manchester Weekly News- 
papers Ltd, even gilded the pill 
of an advertisement rates increase 
with verse. Thus-wise : 
With humour perverted, I'm 
sorry to say, 
Our rates must go up as from 
April Fools’ Davy. 
I've tried to avoid it, but the 
Chief, he says “Nay!” 
Price of paper's gone up, and 
for workers, more pay. 
Copywriters who delight to see 
“a neat rivulet of text meander 
through a meadow of margin” 
might at least ensure it scans. 
* * * 


An interesting example of how 
a poem can play its part as a 
sales stimulant was given by Mr. 
E. F. Balloch, Aberdeen Journals 
Ltd.. addressing Huntly adult 
discussion group. The poem. 
which was published in The Press 
and Journal, created such a 
demand for that paper that there 
were not enough copies to go 
round, and it was the Weekly 
Journal which reproduced the 
poem a day or two later, which 
eventually enabled the North of 
Scotland public to get sufficient 
cuttings of Charles Murray's 
“There’s Aye a Something.” 


Breaking 
The Bad News 


There were some interesting 
contrasts in the way weeklies 
broke the sad news to their 
readers of how the latest news- 
print cut would further restrict 
supplies. Some of them went off 
the deep end politically with full 
length fulminating leaders. Others 
relied on a modest box, merely 
presenting the facts. 

The Rugby Advertiser, which 
decided to cut sales, published a 
sound and sober leader headed 
“A Thousand Fewer.” Readers 
were assured that whatever break 
there might be in the continuity 
of supply this would come under 
a fair basis of allocation from the 
publishers to the newsagent and 
from him to his customers. The 
Advertiser's allocation enables 
them to print every four weeks 
two issues of eight pages and two 
of ten. They estimate that to 
cover their circulation area ade- 
quately a twelve page paper is 
necessary every week. 

The West Herts and Watford 
Observer chose the heading 
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THE KERRYMAN 


Ireland's Greatest Provincial Newspaper 
pay 


for proven pulling power in Kerry, Cork and Limerick, a 


highly important section of the Irish market. 


AN A.B.C. PAPER 


London Representatives: 

HUSEY & CO., 92 FLEET STREET, E.C.4 
Telephone CENtral 8209 

Head Office: 

5 ROCK STREET, TRALEE. TRELAND 


CONTACT IRELAND’S PROSPEROUS HOTEL INDUSTRY THROUGH 


THE IRISH HOTELIER 


\\ The Hotels Own Monthly Magazine 
. Official Organ of The Irish Hotels Federation and of The 


Dublin Hotels and Restaurants Association. 


London Representatives: 
HUSSEY & CO., 92 FLEET STREET, E.C.4 


Telephone Ck Ntral 8209 


Head Office 
5 ROCK STREET, TRALEE, IRELAND 
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CONOMICALLY and 

geographically Britain and 

Ireland are close together, 
and iong-established trading re- 
lations ha.e existed between the 
two countries. 

It is a commonplace that 
Britain is one of the greatest 
trading nations of the world, 
but tne relative smallness of 
Ireland in size and population 
fiequently obscures the impoit- 
ance of international trade in 
the Irish economy. 

In 1950 the total of Ireland's 
exports and imports was £232 
millions. In absolute terms this 
figure may seem small, but it 
represents nearly £78 per head of 
the population and approaches 
very near the figure of about £80 
per head which in 1949 was the 
British average. This comparison 
is remarkable because the 
national income per head in 
Ireland is only about half the 
British figure. 

The excess of Irish imports 
over exports was valued at £87-2 
millions in 1950, a year in which 
exports paid for less than half 
of the country’s imports. This 
position draws attention to the 
fact that Ireland, one of the few 
creditor nations in Europe, holds 
large foreign investments in the 
form of sterling assets and that 
the country relies for the main- 
tenance of its standard of living 
to a_ substantial extent on 
invisible earnings, mainly from 
tourism and investment income. 


Agriculture 


; Employs Half 

The main Irish industry is 
agriculture which, directly or in- 
directly, provides employment for 
nearly half of the occupied 
population and accounts for 
about three-quarters of the ex- 
port trade. Manufacturing indus- 
tries are, however, growing in 
importance. The value of the 
gross industrial outout — £81 
millions in 1936—had become 
£211 millions in 1948, which is 
the latest official figure available, 

The number of persons at 
present employed in industry, 
about 220,000. is well over 
double the number so emploved 
twenty years ago, and manufac- 
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in a message, written specially for this “Advertiser’s 
Weekly” Supplement, the Prime Minister of Ireland, 
Mr. JOHN A. COSTELLO, S.C., T.D., says: 


IRELAND IS FIFTH ON BRITAIN’S 
CUSTOMER LIST 


tured goods are making a steadily 
progressing contribution to the 
export trade. 

Before the last war, five-sixths 
of the country’s exports were 
agricultural goods, but in recent 
years this proportion has declined 
to less than two-thirds as a result 
chiefly of the increases in indus- 
trial exports. In 1950 the value 
of industrial exports was approxi- 
mately £254 millions out of a 
total of £724 millions, whereas 
twelve years previously, in 1938, 
industrial exports were valued at 
only £44 millions out of a total 
of about £25 millions. 


Progress Of 


Industry 

These figures reflect the pro- 
gress which has been made in 
developing manufacturing indus- 
tries in Ireland where, although 
agriculture is always likely to 
remain the principal industry, 
much has been done in the short 
period of little more than a 
quarter of a century of self- 
government considerably to ex- 
tend industrialisation for the pur- 
pose of creating employment and 
so reducing emigration which, to 
a most excessive extent, has been 
a disturbing feature of Irish life 
over a century. The provision 
of new manufacturing industries 
has always been regarded as an 
indispensable step towards the 
achievement of a properly bal- 
anced Irish geen 

One of the problems facing 
successive Irish Governments has 
been the unnatural division of the 
country into two separate political 
entities as a result of Partition. 
This has had the effect of ignor- 
ing the geographical and histori- 
cal unity of the island and of 
denying the advantages of econ- 
omic integration to a _ natural 
territorial unit in which the pre- 
dominantly agricultural south is 
complementary to the predomin- 
antly industrial north. This Par- 
tition still continues in an age 
when economic atomism has 
come to be regarded universally 
as an absurd archaism, and in 
which nations elsewhere are pre- 
pared to pay a high price for 
economic integration so as to 
permit of the most efficient use 
of natural resources. 

It is obvious, of course, that 


the inexorable logic of economics 
will eventually bring to an end the 
waste of effort and productive 
capacity resulting from the con- 
tinued division of Ireland. In 
the meantime, however, the neces- 
sity for economic co-operation 
between both parts of the country 
has been recognised in certain 
important arrangements in regard 
to electrification, fisheries and 
rail transport in which both Irish 
Governments have participated 
for mutual advantage. 

A striking feature of Irish 
foreign trade is that a very large 
part of it is conducted with Great 
Britain. In 1950, 78 per cent of 
Ireland’s exports went to Great 
Britain and nearly 48 per cent of 
Ireland’s imports originated there. 
By far the greater part of the ex- 
ports to Britain comprise food in 
the form of cattle, other live 
animals and foodstuffs of animal 
origin. Britain, on the other 
hand, is Ireland’s main source of 
supply, and Ireland is fifth on the 
list of Britain’s customers—a fact 
often lost sight of or taken for 
granted. The value and volume of 
Irish imports from Britain indi- 
cate in a striking way the impor- 
tance of Ireland as a market for 
British products, but the full 
potential of Ireland as a food 
supplier for Britain has not yet 
been fully realised. 


Incentive For 
Farmers 


The Anglo-Irish Trade Agree- 
ment of 1948 provided the Irish 
farmer with a guaranteed long- 
term market. It has had useful 
results and the expansion in agri- 
cultural exports since 1948 re- 
flects the quick responses of Irish 
farmers to the incentive of attrac- 
tive prices. Indeed, Irish food 
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exports have remained more or 
less static only in cases in which 
the prices offered by Britain have 
fallen short of what the Irish 
farmer expects in order to yield 
him a reasonable margin of profit 
over his cost of production. There 
is, accordingly, much scope for 
further improvements 
food exports to Britain if satis- 
factory prices can be secured. 
There is no doubt that the results 
of any such improvements would 
be of mutual advantage to both 
countries. 

Britain has traditionally been 
Ireland's principal supplier of 
coal, of which the country’s re- 
quirements are about two-and-a- 
half million tons a year. A 
disturbing feature of this trade 
has been the recent reduction of — 
coal shipments from Britain by 
about half, despite a treaty pro- 
vision in the Anglo-Irish Trade 
Agreement of 1948 that af least 
1,570,000 tons annually would be 
made available. 


Coal Is 
A Problem 


This development has caused 
great disappointment in Ireland, 
not merely because of the depen- 
dence of such a large part of the 
country’s industries on coal, but 
because of the infringement which 
the reduction represents of a 
very important provision in a 
trade agreement, which on the 
Irish side has been punctiliously 
fulfilled. It is to be hoped, how- 
ever, that the recent reduction in 
British coal shipments to Ireland 
will be only of temporary dura- 
tion and that the continued opera- 
tion of the Anglo-Irish Trade 
Agreement of 1948 will help to 
bring still further economic ad- 
vantages to both countries. 
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Britain is Ireland’s 


main source 


1948 Trade Agreement can 
further benefit both countries. 


Though agriculture still tops the 
Irish industrial list, manufacturing 
is being greatly developed. 
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MERE gygeneration ago, 
the people of the Republic 
of [reland assumed control 
the government of the 
State. For many generations 
before that Irish industry had 
suffered from the studied neglect 
of administrations whose other 
interests and pre-occupations 
were not consistent with the 
promotion of industrial develop- 
ment in [reland. 

Ever prominent among the 
aims of nationalists was the un- 
doing of the evils of this neglect, 
and the policy of industrialisa- 
tion, launched by the first govern- 
ment of the Saorstai Eireann and 
followed with relatively munor 
degrees of variation since by suc- 
cessive governments, found ready 
acceptance among the people. 

It must be remembered that the 
State was faced with very serious 
obstacles in its task. The country 
lacked indigenous raw materials, 
a reserve of skilled labour, mach- 
inery for efficient management 
and marketing organisations, and, 
above all, an industrial tradition 
A completely new environment 
had to be created, psychological 
as well as physical. 

That it was, and successfully, 
is due not only to the resolution 
and vigour of successive govern- 
ments but to the confidence and 
courage of investors, the perse- 
verance and farsightedness of 
management, the adaptability and 
hard work of labour and the 
animating idealism of all. 

The records of the output of 


over 


In the barytes mines, Sligo. 


the various branches of industry 
which are made available pericd- 
ically in the Irish Trade Journal 
and Statistical Bulletin, published 
hy the Central Statistics Office. 
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lreland’s industry is 
spectacular advances 


making 


By DANIEL MORRISSEY, T.D., Minister 


for Industry and Commerce 


reveal steady and substantial 
progress up to the war, then a 
general contraction in industrial 
activity because of wartime short- 
ages of plant, materials and 
power, followed by a remarkable 
recovery after the war and a spec- 
tacular advance in the post-war 
years. 

The round figures of industrial 
employment for various years are 
broadly illustrative of the coun- 
try’s industrial growth: 


Year Numbers employed 
1926 102,000 
1938 166,000 
1946 167,000 
1947 183,000 
1948 197,000 
1949 207,000 
1950 220,000 


[he foregoing table shows that 
since the industrial drive began, 
the industrial labour force has 
been more than doubled. It is 
still, however, less than half the 
total number engaged in agricul- 
ture, and represents only about 
20 per cent of the working popu- 
lation, a low figure by Western 
European standards. For all that. 
it represents an achievement of 
considerable ecOnomic and social 
significance for a predominantly 
agricultural country. 

Many of those who have been 
attracted into industry have been 
drawn from the land; such 
movement is in accordance with 
generally accepted national policy, 
for the creation of more balanced 
economic conditions, the reduc- 
tion of emigration and the aboli- 
tion of unemployment require 
that our surplus 
agricultural popu- 
lation should be 
enabled to secure a 
livelihood in non- 
agricultural] occu 
pations at home. 

Industry offers 
the most desirable 
outlet for the sons 
and daughters of 
our farmers and 
farm — labourers 
who cannot be ac- 
commodated en 
the land, and the 


every Irish govern- 
ment to remove the 
cause for the emi 
gration of boys and girls reared 
on the land of Ireland will, I am 
sure, be always the main force 
behind the industrial drive 


Inevitably the building up of 
local industries at this stage »f 


determination = of 


world industrial development has 
involved (as in industrially “back- 
ward” countries like Australia as 
well as in highly developed 
economies like the U.S.A.) re- 
course to protection by tariffs and 
quolas. 

There is alone strong justifica- 
tion for protectionism in the 
country’s paradoxical position of 
being on a population basis one 
of the wealthiest in the world in 
terms of external assets and at the 
same time a chronic loser cf 
population through emigration. 

Because of close proximity to 
a highly developed industrial 
economy the level of tariffs is 
influenced as much by the need 
to counteract the prestige, sup- 
ported by traditional habit and 
extensive promotion, of imported 
goods as by considerations of 
price. It is all the more surpris- 
ing, therefore, that taking into 
account quota and currency con- 
trols as well as protective duties, 
there are fewer restraints at the 
present time on external trade in 
Ireland than in the majority of 
European countries. 


Scope For More 
Development 


What room is there in the Re- 
public for further industrial 
development? The answer can 
be found in the import statistics 
and the statistics of the balance 
of trade. It is estimated that some 
£80 million to £90 million worth 
of manufactured goods are im- 
ported annually. Of these a sub- 
stantial proportion could  un- 
doubtedly be manufactured in 
the country. 

Some of the goods imported 
are already being made in the 
country, but not in sufficient 
quantity or variety to satisfy the 
full demand: to take but a few 
examples, wool. cotton and 
rayon textiles, knitted goods, 
electric wires and cables. iron and 
steel goods, tin containers, brass 
castings and chemicals. In this 
connection it is interesting to note 
that. because of deficiences in the 
capacity of the home producers. 
duty is being remitted at the rate 
of £4 million annually on goods 
subject to protective duties. 

Apart altogether from “new” 
industries, therefore. plenty of 
openings exist for new production 
units in established industries 
enjoying protection. Moreover. 
the opportunities are not limited 
to production for home consump- 
tion. There is an urgent need, 
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as well, for industries which will 
contribute to the country’s export 
potential. 


The government, recognising 
the primary importance of plan- 
ning future industrial develop- 
ment, has set up an Industrial 
Development Authority, consist- 
ing of four members, drawn from 
the financial and industrial worlds 
and from public life. Its wide 
terms of reference are best sum- 
marised in its title. Its funda- 
mental responsibility is to plan, 
encourage and assist industrial 
development. Its offices are open 
to all who are interested in pro- 
moting, setting up or expanding 
industries. Its advice and assist- 
ance are freely available. 


New and Imaginative 
Approach 


Although less than two years /a 
office, the Authority has already 
had considerable success. Several 
important projects have been 
brought beyond the blueprint 
stage and are progressing satis- 
factorily towards fruition. 

The Authority represents a new 
and imaginative approach to in- 
dustrial matters. It is a develop- 
ment of an entirely new character. 
For the first time there is a body 
in existence that can not only 
advise the government on what 
industries are needed but take 
positive action to get them estab- 
lished. The Authority is assisted 
in its task by the flexibility and 
freedom it enjoys. It carries the 
weight of a government jnstitution 
with the independence of a busi- 
ness organisation. 

Other state-sponsored institu- 
tions besides the Authority exist 
for the benefit of industry. There 
is the Industrial Credit Co., Ltd.. 
to provide finance for suitable 
industrial projects. Industrial 
finance is also available under 
the Trade Loan (Guarantee) 
Acts, in the administration of 
which the Industrial Develop- 
ment Authority has a hand. An 
institute of Industrial Research 
and Standards was established in 
1946 to undertake and encourage 
scientific research, to promote the 
use of natural resources, to deal 
with technical processes and 
practice and to carry out tests 
on commodities intended for 
sale. Its facilities are open to 
all manufacturers. Machinery for 
the prevention and settlement of 
industrial disputes exists in the 


(Continued on page 24) 
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market: 


By CHARLES E. McCONNELL, F.I.P.A., 


Managing Director, McConnell’s Advertising Service, 


OW to advertise in any 
market can be a difficult 
job at the best of times, 
but when that market is in 
Ireland it can be made even 
more difficult than need be, not 
because the Irish are unusually 
pernickety but because there is 
a certain je ne sais quoi about 
the mentality and outlook of 
the people as a whole, with, of 
course, minor variations on the 
same theme in different areas. 
When applied to advertising 
copy, or indeed sales promotion 
matter generally, the Irish mind 


tends to be unusually critical 
alike of the “argument” and 
phraseology. In a word, a very 


“questioning” approach is rather 
characteristic of the average Irish 
reader. 

Nowadays one seldom sees the 
obviously unwise references 0 
“British Made,” “Product of the 
British Empire,” etc., in copy ap- 
pearing in Irish newspapers, but 
one often sees such phrases as 
“plus purchase tax” or three-letter 
registration mumbers on car 
illustrations. which show that the 
advertisement in question was 
“lifted,” without change, from a 
British campaign, or illustrations 
of cars or trucks with left-hand 
steering (presumably because 
Ireland is designated an export 
market), or a central figure read- 
ing a British newspaper. Small 
things, you say: admittedly, but 
the Irish are observant and do 
feel, if not exactly resentment at 
such things, at least that the ad- 
vertiser could have taken the 
trouble to check up on the posi- 
tion. 


Over the last thirty-five years 
I have written numerous articles 
on many aspects of how to adver- 
tise to the Irish market, and there 
is no doubt that advertising in 
this country has progressed over 
this period to an equal degree to 
idvertising in Great Britain. At 
the moment we have almost 
twenty advertising agents giving 
excellent service here, and the 
Irish Association of Advertising 
Agencies, which was founded 
some twenty-five years ago, is 
doing excellent work in raising 
the standard in all directions. 

Furthermore. Ireland is ex- 
tremely well served by the Press 
—daily newspapers, weekly news- 
papers. provincial newspavers. 
the periodical] Press. trade and 
technical journals and religious 
newspapers. but it must be re- 
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membered that the close prox- 
imity of Ireland to Great Britain 
does not mean that the same 
technique and methods should be 
used in a campaign for this 
flourishing market as would oe 
adopted in Great Britain. 

There has been a tremendous 
amount of controversy from time 
to time regarding the class of 
copy to be used in this country; 
! personally have found from 
many years of experience that 
quite a large amount of copy that 
is suitable for the British market 
is suitable for here, but there are 
certain points to be watched and 
borne in mind, and there is no 
doubt that a “slip-up” on any 
one of these points can create a 
wrong impression, with conse- 
— loss of prestige and good- 
will. 


Use The Man 
On The Spot 


It is for this reason, mainly, 
that the use of an Irish advertis- 
ing agent on the spot is desirable, 
as the Irish agent by instinct— 
quite apart from his day-to-day 
knowledge of affairs, etc.—will 
know exactly what will “go 
down,” and thus the possibility 
of mistakes being made and work 
having to be re-done is greatly 
lessened. 

One example of such pitfalls 
may be cited. During the first 
World War an advertiser in Great 
Britain made an appeal to muni- 
tion workers to use a certain 
face cream when their day's work 
was done; a very good copy angle. 
but such an advertisement appear- 
ing in the Irish dailies was cor- 
pletely inapt, as we have no 
- egg works in the country at 
all. 

Illustration js indeed very often 
a problem. Anything even border- 
ing on the sex angle can and does 
cause resentment; indeed one of 
our biggest Morning newspapers 
on occasion refuses to accept ad- 
vertisements in which the illustra- 
tion is at all doubtful, as I’m sure 
some of my British colleagues 
have found out for themselves. 
In fact the exploitation of nudity 
should be rigorously avoided. 

It is even worse when an ad- 
vertisement is designed to be 
thoroughly “Irish” in appeal and 
some error of background know!l- 
edge creeps in. I have one in- 
stance particularly in mind; in 
illustration of a business man 
chatting to a sergeant in the 
Irish Army—the uniform was 
correct in every detail. but the 


copy was obviously not written 
by an Irish copywriter! The 
business man called the sergeant 
“corporal”! the point being that 
as there is no rank of lance- 
corporal in the Irish Army the 
sergeant was, quite correctly, 
wearing only two stripes. The 
pulling power of that advertise- 
ment was at least doubtful. 

I have tried to give some idea 
of the pitfalls that await the 
British advertiser in Ireland; it 1s 
not an easy thing to do; the Irish- 
man will know instinctively what 
won't “go down” in his own 
country, but to pass on that 
intuitive knowledge is practically 
impossible. An indication there- 
fore of the kind of thing that may 
take all the punch out of even the 
best advertisement, is all that can 
be attempted. 

Foremost in my mind where 
Ireland is concerned is the 
modern tendency in Britain to 
emphasise the sensual in adver- 
tisement illustration and wording 
—in other words to pander bla- 


tantly to sex. This is frowned 
upon in Ireland on moral 
grounds. There is no doubt that 


such advertisements that are 
taken for granted in Great Britain 
as easy eye-catchers are regarded 
as undesirable by the majority of 
Irish people, and repel rather 
than attract. 

As in any other country it is 
essential in the first instance that 
a proper market research be made 
in relation to any projected sales 
and advertising scheme, because 
there are many products manu- 
factured locally. Many of the 
manufacturing concerns are 
Anglo-Irish. but the progress in 
Irish manufacture has been very 
marked over recent years. In the 
case of imported articles. the 
question of customs regulations, 
tariffs, etc., has to be taken into 
consideration. 

The very efficient Statistical 
Branch of the Irish Government 
has done much to help in the 
compilation of facts and figures 
on many aspects of trade, and 
the Republic of Ireland is one of 
the very few countries in Europe 
in which an exhaustive analysis 
of retail distribution was con- 
ducted. An analysis of distribu- 
tion for all cities and towns of 
over 10,000 people is also avail- 
able to advertisers, and as the 
povulation of the country is only 
about three millions this makes 
it easy to get down to facts and 
figures in the preparation of any 
advertising scheme 
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One final point | would like to 
make, and that is to say that no 
matter how good the advertising 
is permanent results will not Se 
obtained unless distribution 's 
firmly and soundly planned from 
the beginning. There are many 
firms here who specialise in 
the distribution of British and 
Iri:h goods. I have in mind two 
well-known, nationally adver- 
tised products-—one that is manu- 
factured in Ireland and the other 
that is imported under licence— 
the selling of which is handled 
by such firms. These instances 
may be a guide to those who have 
in contemplation an approach to 
this market. 

The first product | have in 
mind is, as | say, manufactured 
in Ireland. Prior to that devel- 
opment a selling agent was ap- 
pointed, and built up a consider- 
able amount of business by 
continually calling on various 
distributors, but when the tariffs 
were imposed an Irish company 
was formed (which, of course, cut 
out all the difficulties as regards 
importation) and it was only % 
question of developing the mar- 
ket that existed. A complete 
survey was made of the potential 
market, and a firm of distributors 
was appointed who took over the 
complete selling of the com- 
modity. 


An Instant 
Success 


This meant that the manufac- 
turing concern had only to make, 
label, pack and deliver to the rail- 
way and traasport companies. 
The selling organisation covered 
the whole country, dividing up 
the territory amongst their travel- 
lers. This became an instant suc- 
cess. because the retailers and 
wholesalers were called upon 
more regularly. and there was « 
bigger selling force operating. 

The second commodity I have 
in mind is an article not made in 
Ireland but imported. Here again 
it is a nationally-known product. 
and they acted in a similar man- 
ner with a well-known firm of 
distributors under special agree- 
ment. The British firm entrusted 
the advertising to an Irish adver- 
tising agent operating in conjunc- 
tion with his British agent. and 
therefore secured the benefits of 
knowledge and experience gained 
over a lone number of years in 
Great Britain, reinforced by the 
activities of a local selling agent 
and advertising agent on the snot 
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Newspapers—ireland’s most 


powerful sales force 


By L. C. BLENNERHASSETT, London Manager, 
Independent Newspapers Ltd. 


HE progressive increase in 
the volume of newspaper 
readership—in the number 
of copies paid for—in the 
Republic of Ireland has been 
one of the most significant 
developments in post-war years. 

It is not the purpose of this 
article to list or analyse the news- 
paper media in the Republic in 
relation to their declared certified 
net paid sales. That subject is 
being covered elsewhere in this 
Supplement. 

Here I am concerned primarily 
with an objective, but practical, 
appraisal of the place of Irish 
newspapers generally in any 
intelligently planned advertising 
campaign for British goods or 
services in the Republic of 
Ireland. . 

It should be explained to 
British advertisers and agents 
that I am dealing exclusively 
with newspapers owned and pub- 
lished in the twenty-six counties 
included in the Republic of 
Ireland. Those in the political 
unit of Northern Ireland (six 
counties) are, of course, excluded. 
The respective populations of 
these territories are: Republic of 
Ireland, 2,955,107; Northern 
Ireland, 1,279,745. 

While marketing and advertis- 
ing plans are not based essen- 
tially on the religious denomina- 
tional allegiances of the com- 
munity, it is important to note 
that the proportion of Catholics 
in the total population of the 
Republic is 94-3 per cent (census 
of 1946). 

This factor must have a direct 
bearing on the choice of media 
where the advertiser aims at 
reaching the vast bulk of news- 
paper readers. It also affects to 
an appreciable extent the accept- 
ability of certain forms of copy 
and illustrations in advertise- 
ments. In the latter connection, 
however, Irish newspaver media 
differ somewhat in their indi- 
vidual viewpoints, as, of course, 
complete autonomy in such 
matters is the prerogative of each 
newspaper or group. 

There is no implication here 
that the great majority of Irish 
newspapers are published as 
either official or semi-official 
Catholic organs; actually they 
come into neither category, but 
the point is that their appeal, 
tone. and general news content 
are attuned to the standard of the 
Catholic rationale of the general 
pooulation. 

These considerations indicate, 
in the main, that the leading 


Irish national 
newspapers hold a position of 
paramount importance through- 
out the Republic. 

It is not necessary to decry in 
the slightest the relative import- 
ance of other advertising and 
publicity media in making this 
claim. The Republic can offer 
to British advertisers every 
modern form of systematised 
marketing and selling aids and, 
indeed, most of them in varying 
ways are widely utilised. 

It must be stressed, however, 
that the newspaper, as a speedy, 
economical, and _target-hitting 
method of ensuring sales results, 
is still by far the most favoured 
choice. This applies alike to 
shrewd Irish advertisers (for in- 
stance department stores, leading 
drapers, auctioneers, etc.) who 


and provincial 


must have adequate and repetitive 
sales returns, and who “know” 
the media to use, as it does to 
discerning and experienced British 
advertisers and agents. 

A striking post-war develop- 
ment in journalism in the Re- 
public of Ireland has been the 
amazing expansion in net sales 
of the leading national dailies 
and their companion Sunday 
publications. A few years ago a 
circulation figure around 400,000 
copies per issue was considered 
an almost unattainable ideal for 
any Irish newspaper. Yet this 
has now been exceeded. Among 
daily national newspapers the 
substantial daily sale of well over 
200,000 copies has also been 
achieved. 

These are, of course, splendid 
figures to present as a “market” 
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to advertisers. They indicate a 
high degree of enterprise and 
reader acceptance that can only 
be credited to the attainment of 
first-class standards in modern 
journalism. Because of the 
large size newspapers published 
in the Republic (national dailies 
running to 10- and 12-page 
issues), it is true to say that the 
Irish reading public is one of the 
best informed communities in 
Europe on local, national and 
international affairs. Coverage 
of world events in news and 
features in the top-level news- 
papers is both extensive and 
objective. 

To the advertiser who includes 
(selectively and wisely) the lead- 
ing media in his schedules the 
results secured are often astonish- 
ingly good. 

The provincial weeklies cater 
primarily for well defined urban 
and rural zones in each county. 
They reinforce the sales and ad- 
vertising plans devised to ensure 
area distribution and consumer 
acceptance for the big range of 
British commodities offered to the 
population throughout the 
country. 

The leaders among such pro- 
vincial media have always carried 
a fine showing of current British 
“national” advertising. 


THE TRADE PRESS IS FLOURISHING 


By GORDON CLARK, Advertisement Manager, 


RELAND is extremely well 

served by a generally alert 

trade Press, and our trade 
publications are in a flourishing 
condition. - 

I have no intention of listing 
the many periodicals which could 
be included under the heading of 
this necessarily brief survey. Such 
a list may be found in O'Neills 
Who's Who, the standard Irish 
trade directory. 

For more detailed information 
I would recommend an inquiry 
to the Secretary of Cumann na 
n'Iris, 67 Mid. Abbey Street, 
Dublin. This is the new Associa- 
tion of Irish Periodicals and 
Trade Journals, and its member- 
ship includes the majority of 
Irish periodicals. 

Its information, during the past 
twelve months, is typical of the 
vigour of our periodical Press in 
recent years. The new associa- 
tion is not merely a trade pro- 
tection body; most of the work 
already undertaken has been con- 
structive and farsighted, and in- 
cludes co-operative advertising on 
behalf of member periodicals, 
poster campaigns, mobile displays 
and co-operative circulation pro- 
motion and research. 

During the past twelve months 
six trade periodicals have been 
added to the list and are already 
thriving. They cover agriculture, 
export-import trade, poultry, con- 
tracting and building, the furni- 
ture industry and commerce. 
None of the existing journals are 
at all likely to suffer from this 


“Irish Farmers’ Journal ”’ 


infusion of new blood for the very 
good reason that the Irish market 
has for many years been starved 
of good Irish trade papers. Now, 
an appreciative public is seizing 
on the particular trade paper or 
papers that interest it. 

This reader response has been 
achieved and held because the 
trade Press has had the wisdom 
to keep its standard of production 
high. There are many people 
who still believe that a trade 
paper making any concessions .o 
readability or make-up is, some- 
how, slightly meretricious. The 
Irish trade magazines, however, 
have generally adopted attractive 
covers, the best available paper, 
plenty of illustrations and a 
legible body face. Crown quarto 
and demy-quarto sizes continue 
to be the most popular. Most of 
our trade [ress is in magazine 
format, but there are some 
flourishing “tabloid size” papers. 


Local News, But 
A World-wide View 


Make-up is invariably “newsy,” 
and features are given plenty of 
space. In addition to local trade 
items and personalities these 
periodicals focus attention on 
items of world news likely to 
appeal to their readers. Parochial- 
ism is certainly one charge that 
cannot be levelled at the Irish 
trade Press. 

What about advertising sup- 
port? Local advertisers have not 
hesitated to place orders with the 
paper or papers catering for their 


particular trade or group. Under 
the stimulus of a sustained “Buy 
Irish Goods” campaign initiated 
by the Minister for Industry and 
Commerce in co-operation with 
the Federation of Irish Manufac- 
turers, the Irish manufacturer is 
being continually reminded of the 
necessity to advertise. 

It may, perhaps, sound strange 
to British readers that in the 
nineteen-fifties any manufacturer 
should have to be “reminded” to 
advertise his products. Briefly, 
the reasons for this curious frame 
of mind are that until 1922 Irish 
industry had no independent life 
of its own, and from that date 
until 1939 was a time of building 
confidence, both of the public and 
the retailer in the Irish product. 
By 1945 the confidence of the 
Irish public in the Irish article 
was proven and justified to such 
an extent that the demand could 
not be satisfied, and a seller's 
market resulted. 

The Irish manufacturer is now 
being prodded out of this tempor- 
ary period of self-satisfaction— 
very often by the force of his 
British rival’s advertising in the 
Irish trade Press! 

I have mentioned this aspect of 
the problem of selling in Ireland 
because it is clear that the adver- 
tising support which the Irish 
trade papers have enjoyed from 
British advertisers has by no 
means “blanketed” the country 
with British goods and services; 
but it has created the necessity 
for more advertising to offset the 
stimulus to local competition. 
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RADIO REVIEW 
is Growing all the Time! 


With a weekly print order of 100,000 copies and a 5-year old advertising rate unchanged at 20/- 
per s.c. inch, Radio Review is the Irish advertiser’s best buy. A full week’s life in homes with — 
money to spend... at a cost of less than 3d. per inch per 1,000. Last ABC figure (Jan.—June 
1950) was 71,654, and circulation continues to soar. Yes, you meet the all-week, all-family 
market in Radio Review, Ireland’s national radio weekly. P.S. Please write for a copy of our . 
folder ‘Facts and Figures About the Irish Family Market’. 


RADIO REVIEW LTD., 67 GRAFTON STREET, DUBLIN, IRELAND. @ LONDON REP: D. W. MAYES, 69 FLEET STREET, E.C.4. "PHONE CENTRAL 4447 
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O many British advertisers, 
and I am afraid even to 
some advertising agencies, 
the problem of using the [rish 
Press to the best advantage 
presents no problem at all. It 
is just a matter of picking out a 
few of the best-known papers, 
passing along the copy that has 
served its purpose in Britain, 
and then getting on with the 
job of planning similar cam- 
paigns for English provincial 
areas. Or, more likely, the 
English provincial areas are 
first budgeted for, and the Irish 
allocation takes care of what is 
over. 

Of course it’s all wrong, but 
it's hard to kill the custom of 
years. British advertisers, and 
their agents, must wake up to the 
fact that the Irish market, or at 
least that part of it which is com- 
prised in the Republic of Ireland, 
must be treated as a separate 
entity, and that the selection of 
media and the provision of suit- 
able material call for as much 
consideration as would be given 
in the case of any foreign market. 

It is sometimes assumed that 
British national dailies have a 
coverage in Ireland not very dis- 
similar to what they have in Eng- 
lish provincial areas, and that the 
nationally circulating periodicals 
operate in the same way. This js, 
however, very far from being the 
case. True, the principal English 
dailies do circulate here, but not 
only is this circulation limited in 
extent and more or less confined 
to the main urban areas, but it is 
also a secondary circulation in 
the sense that such papers are 
bought in addition to. and not 
as a substitute for. the local 
papers. It is the local paper that 
is relied on for news and views, 
the other serving only to provide 
a background. 


Periodicals 
Are Different 


The position of leading periodi- 
cals is perhaps somewhat differ- 
ent. No British periodical can 
hope to supplant publications 
like Irish Tatler & Sketch and 
Social and Personal in the 
women’s field, since these papers 
are concerned intimately with 
social happenings in Ireland. 
Radio Review, the Standard, 
Dublin Opinion, Passing Variety 
and several others have built up 
for themselves positions which 
cannot easily be disturbed since 
they are dealing so largely with 
matters of Irish concern. But ‘t 
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is nevertheless true that many 
widely-circulating British periodi- 
cals do have worthwhile sales 
here and do represent an adver- 
tising value in relation to the 
Irish market which may justifi- 
ably be taken into account. It 
would, however, be completely 
wrong to depend on them to the 
exclusion of their counterparts in 
lreland. 


Planning ‘The 
Ad. Campaign 


In planning an advertising cam- 
paign for Ireland, one should al- 
ways bear in mind the fact that 
the country is predominantly 
agricultural. Outside the blz 
centres of population like Dublin. 
Cork, Limerick, Waterford and 
Galway, there are areas into 
which the average British publi- 
cation hardly penetrates at all. 
Into many of them even the Irish 
daily newspaper has only a pre- 
carious entry and it is the purely 
local newspaper which really 
covers the area. 

Of the feur morning news- 
papers published in the country. 
three are issued in Dublin. Of 
these, two cifculafe nationally ‘n 
the widest sense. You can get 
copies of the Irish Independent 
and Irish Press in almost every 
village and town. They are as 
truly national as the Daily 
Express and Daily Mai! in Eng- 
land, and their circulations and 
rates are entirely comparable. 


By D. B. O’KENNEDY, Director, 
O’Kennedy-Brindley, Ltd. 


How to use Ireland’s Press 


are the Evening Herald which is 
the largest and which circulates 
mainly in Dublin and the sur- 
rounding counties, but also to 
some extent in the bigger pro- 
vincial centres like Limerick and 
Galway. Dublin, too, is the main 
market for the Evening Mail, and 
as there is very little duplication 
between the two papers, it is es- 
sential on any schedule which 
aims at covering Dublin's half-a- 
million population. 

Equally powerful in Cork is the 
Cork Evening Echo, and this too 
should be taken in conjunction 
with the Examiner for adequate 
coverage of Ireland’s second 
largest city. 

British advertisers are some- 
times inclined to look askance at 
Irish provincial circulations, the 
majority of which fall under the 
10.000 mark. But it should be re- 
membered that there is no com- 
parison with the British locals. 

The Irish provincials serve 
widely scattered rural communi- 
ties, to which the local news is 
what: matters most. The paper is 
bought on market days. and 1s 
closely read during the week by 
the entire household. There are 
pitfalls. of course. in using the 
Irish provincials—for example, it 
is safer to use line than tone in 
illustrations, and the layout 
people should remember that the 
local advertisers are fond of 
using very bold display. to the 
detriment of their unwary neigh- 
bours. In planning copy policy, 


INDIVIDUAL APPROACH NEEDED 


“British advertisers and their agents must wake up to the 

fact that the Irish market must be treated as a separate 

entity. The selection of media and the provision of suitable 

material call for as much consideration as would be given 
to a foreign market.” 


bearing in mind the relative sizes 
of the populations reached. 

The Irish Times also has a 
national circulation. The other 
morning paper. the Cork Exam- 
iner, is essentially provincial, but 
it probably covers a_ relatively 
wider area than any English pro- 
vincial paper. All of these publi- 
cations should inevitably find a 
place in any national campaign 

Such a campaign should also 
include the Sunday Independent 
and the Sunday Press, which are 
excellent value. with a pulling 
power which is amply demon- 
strated by the fact that they are 
the only Irish publications where 
snace is still somewhat difficult to 
obtain. They are. of course, fully 
national in coverage. 

The important evening papers 


it is More than ever necessary for 
British advertisers to remember 
that copy geared to an industrial 
community can fall very flat in 
the more conservative agricultural! 
areas. 

But when properly used, the 
provincial Press in Ireland is 3 
most powerful sales tool. 

Fifteen of the most important 
Irish provincials issue either ABC 
or auditors’ certificates, and these 
offer a reliable guide to adver- 
tisers and agencies who are 
unable to make an on-the-spot 
check. But large or small, the 
great majority of the Irish pro- 
vincials have a_ well-established 
influence in their home areas 
which no outside publication can 
supplant. 

Turning to the national week- 
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lies, the leader here (as in Britain) 
is a radio programme paper. 
Radio Review has made impres- 
sive circulation gains recently, 
and in spite of a price increase to 
3d. has moved into the top posi- 
tion since the last Irish Supple- 
ment was published. It provides 
Radio Eireann programmes and 
news items, as well as the B.B.C. 
and many Continental schedules, 
including Radio Luxembourg 
(which should interest British 
radio users). 

Next comes the Standard, a 
Catholic family paper with a 
large and influential circulation 
and a bright, newsy editorial style. 


Radio Programmes 
Boost Sales 


The inclusion of radio pro- 
grammes in the Times Pictorial 
has resulted in a circulation spurt. 
and the general interest of the 
contents make this also an impor- 
tant family medium. With the 
addition of the Jrish Catholic, 
which lags somewhat behind the 
foregoing in circulation but has 
a faithful and worthwhile reader- 
ship, an advertiser could be con- 
fident of reaching the best of the 
weekly newspaper buyers. 

I cannot leave the subject of 
the family audience without men- 
tioning Ireland's Own, an old- 
established fortnightly which has 
a most impressive circulation 
among country families. It is one 
of those papers which seem to be- 
come a family tradition, and 
mail order firms particularly 
report excellent results. 

The women’s publishing field 
in Ireland suffers somewhat from 
the slick imported magazines, but 
nevertheless Woman's Life is 
most important to the advertiser 
of women’s goods, and in the 
social field the Jrish Tatler & 
Sketch and Social and Personal 
supply news of Irish society hap- 
penings which earn them a large 
readership which cannot be ser- 
viced by outside journals. These 
two are printed on art paper and 
are passed from hand to hand for 
months after publication. Also 
worthy of consideration in this 
field are Model Housekeeping 
and Woman's Mirror, while a 
relative newcomer, Irish Home. 
appears to be making steady pro- 
gress. 

The Irish monthly field is 
dominated by Dublin Opinion, 
an old-established humorous 
journal which js national in 
readership, despite its _ title. 
Another humorous journal which 
reaches a national audience is 
Passing Variety. 
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Irish Supplement—ADVERTISER’S WEEKLY 


THE MAN WHO CAME 


TroLunch 


Tall, dark, handsome, he was the chief of 
one of London's biggest Agencies. We 
spoke, as advertising men sometimes do, 
of this and that, and of the things 
that go to make up an advertising man’s 
world. 

Soon the conversation took an intimate 
turn. Perhaps it was the wine. Perhaps 
it was the food. But we found ourselves 
discussing erudite subjects like turnover, 
staff personnel, salaries, profit ratios and 
similar matters of moment. 

Curiously, almost startlingly, one thing 


emerged. Our own organisation, planned 
specifically to cover the Irish market, was 
comparable in every way with this great 
London Agency. Methods of operation, 
turnover, personnel, salaries, profit mar- 
gins—all were directly, even strikingly, 
proportionate to the size of our respective 
markets. 

For us it helped to confirm what we had 
long believed—that the service we are able 
to offer to advertisers in Ireland is un- 
commonly good. For you it may offer a 
helpful line of thought. 


Amongst the important accounts 
handled by us in Ireland are 
AGA COOKERS — ALLIS CHAL- 
MERS TRACTORS — CHIVERS 
JELLIES — COMMER  LORRIFS 
DUNLOP — FRIGIDAIRE 
FULLERS -—— HILLMAN AND 
HUMBER CARS KODAK —— 
LONGINES WATCHES M.G. 
CARS ——- MULLARD MOcC- 
CASIN SHOES — PHILIPS —- 
PRES, COLD RALEIGH 
HUMBER, RUDGE CYCLES - 
ROLLS ROYCE AND BENTLEY 
CARS —- RUBEROID — ROSE's 
LIME JUICE SANDEMAN PORT 
SHEAFFER PENS 
SPRATI'S SAXONE 
WOLSELEY CARS 


Ltd 


O’Kennedy-Brindley 


ADVERTISING §3-54 Lower O'Connell Street, Dublin 
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irish countryside 


F a total population of 
approximately 3 million, 
considerably fewer than 

one-third of the people of 

Ireland live in large communi- 

ties. The total number living 

in cities and towns of over 

10,000 inhabitants is about 

800,000, and, although the drift 

to the larger centres of popula- 

tion has not been stopped, 
there is a very big market to be 
reached in the small towns and 
rural areas. 

Irish agriculture is prosperous, 


and the continuance of the 
Government policy of bringing 
more land into cultivation and 


increasing the productivity 

both per man employed and per 
acre under the plough 

will put more money in the 
pockets of the agricultural com- 
munity. Extensive land recla- 
mation schemes are operating in 
most of the 26 counties of the 
Republic, rural housing is being 
continued at a rapid pace, and 
both the central and local 
authorities are assisting farmers 


Loading turf in Phanix Park. 

‘ith coal now both scarce and 
dear, turf (peat) is being mar- 
keted in increasing quantities, 
and the money earned by country 
dwellers is consequently mounting 


in community projects involving 
capital expenditure which will 
help to raise standards of pro- 
duction and standards of rural 
living. 

The Electricity Supply Board's 
extensive rural electrification 
programme is also helping to 
make country life more attrac- 
tive. and i 


opening up a new 
market for domestic electrical 
equipment as well as farming 


By A Special Correspondent 


machinery. Another factor 
which is affecting rural finance 
is the large scale turf (peat) pro- 
duction campaign of the Turf 
Development Board. 

While this is partially 
mechanised it still calls for large 
labour forces for rural areas, 
and special housing develop- 
ments, on model village lines, 
are being undertaken to make 
employment on the schemes 
attractive to married men with 
families. 


Turf Keeps 

The Fires Burning 

Turf-cutting declined during 
the past few years while im- 
ported coal was in fairly plenti- 
ful supply, but with coal now 
£8 Ss. a ton in the Dublin area 
(and dearer elsewhere) it has 
been decided to expand the turf 
schemes rapidly during the com- 
ing months This will mean 
that coal will be ousted from 
most rural areas again and that 
turf will also be marketed in the 
large cities and towns either to 
supplement gr replace such coal 
as 1s availabk. 

All this will mean more 
money for the rural market 

Ireland's gross agricultural 
output rose in value from 
£53.481.000 in 1938-1939 to 
£127,572,000 in 1949. The price 
of farm materials purchased by 
farmers rose from £8.698,000 to 
£17.276.000 over the same 
period. Even when allowance is 
made for consumption on the 
holdings it will be seen that the 
farming community has a con- 
siderable income at its disposal 

an income which will  pro- 
bably be shown to be even 
higher when 1950 statistics are 
available 

Agricultural wages are also up: 
they have risen from the 1939 
base index figure of 100 to 222:7 
in 1950. This is a higher rate of 
increase than for the industrial 
workers’ index, which rose from 
100 in 1939 to 169-9 in 1950, 

These figures do not imply that 
the farm worker has a consider- 
able cash income. He has not. 
But to-day he is a potentially 
better customer than a few years 
back. 

It is in this lucrative 
that English or other imported 
publications make virtually no 
penetration: it is a market to be 
wooed solely through Irish publi- 


market 


cations and local development. 
particularly with the provincial 
newspapers which—in common 


There is a very big market in the 


“Trish 


agriculture 


is prosperous.” 
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Here is a harvest scene in 


Tipperary 


with similar newspapers in other 
countries—have a very loyal and 
meticulous readership. 

The annual agricultural shows 
have an interest for wider than 


Agricultural wages have 
risen since 1939 at a higher 
rate than industrial wages. 

Fe 

“This is a market to be 
wooed solely through Irish 
publications.” 


oF 
Point-of-sale advertising is 
of the utmosi importance. 


merely the display of agricultural 
products and equipment. and 
form an approach to the com- 
munity which remains only par- 
tially developed. 

The increase in the number of 
filmgoers in the small towns is 
bringing a wider appreciation of 
standards of living different from 
their own, and the tourist indus- 
try has also had a stimulating 
effect on rural developments. 

Like all other rural markets, 
that of Ireland is conservative, 
but the wider outlook of the 
younger generation is being re- 
flected. Standards of dress, and 
particularly women's clothes, 
have risen considerably. Some of 
this changed outlook may be due 
to the heavy migration to Britain 
during war years, to increased 
travel facilities, and—once again 

the influence of the films. 

Strangely enough, the mail 
order business has not developed 
to the extent which might have 


been expected. It does exist, but 
there appears to be scope for 
progress —although this would 
be rather slow until a reputation 
was thoroughly established. It 
is, in fact, the old-established city 
firms which do most of the 
country trade through _ this 
channel. 

The greater part of farming 
community's money naturally 
finds its way to the smaller towns 
which serve the district, although 
many of the rural traders com- 
plain that improved transport is 
taking their trade to the bigger 
centres and that travelling shops 
are also cutting-in on business. 

Point-of-sale advertising is 
therefore of utmost importance, 
and the market needs study be- 
fore this is introduced. The fact 
that a particular point-of-sale 
scheme suits the English market 
does not imply that it will meet 
with the same success in Ireland. 
Maybe it will, but consultation 
with Irish advertising agents and 
market researchers is well worth 


the time if the market is to be 
reached. 
Test campaigns for accept- 


ability by this large rural market 
are the exception rather than the 
rule, but there is no doubt that, 
properly conducted (with appro- 
priate research work), they could 
yield the same valuable dividends 
in Ireland as elsewhere. 

There is money in the market, 
but it is not easily earned and, 
therefore, not easily spent. The 
building of confidence in the 
quality—and value—of the pro- 
duct is even more essential when 
approaching the Irish rural pur- 
chaser than in the case of the 
supposedly more sophisticated 
urban buyers. 
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Irish Supplement-ADVERTISER’S WEEKLY 


* Doing 


what comes naturally ” 


L, coping successfully with the Irish Advertising and Marketing of all classes 
of goods, we are merely “doing what comes naturally,” because we know the 
differences both in trade customs and consumer reaction. 


Through our Dublin Office, we at McConnell’s are in day-to-day contact with 
the situation and, with 35 years of Irish marketing experience behind us, we 
can offer the unique facilities to gauge potentials, to recommend sales channels 
and extract the last ounce of value from your Irish advertising. 


A London Office has been established since 1937, for the benefit of clients who 
need close liaison on Irish problems. It is by specialised service that 
McConnell’s has become Ireland’s leading advertising and marketing organisation. 


In the commercial field, McConnell’s are proud to have assisted in 


the publicising, in Ireland, of such famous names as: 


Albright & Wilson Ureland) Ltd. 

Baver Aspirin 

Berger Paints 

Brown & Polson Cornflakes and Cornflour 
British & Irish Steam Packet Co. Ltd. 
Butlin’s Mosney Holiday Camp 

Crosse & Blackwell Canned Foods, etc. 
Cuticura Products 

Chef Sauce, etc. 

Eugené Permanent Waving System 
H.M.V. Radio and Records 

Imperial Chemical Industries (Export) Ltd. 
Jacob's Biscuits 

Jeves’ Fluid and Jeypine 

Lincoln & Nolan, Ltd. (Austin & Rover Cars) 


Lucas Electrical Equipment 

Lyons’ Tea 

Mackintosh’s Toffee 

Maclean's Peroxide Toothpaste and Stomach 
Powder 

Mick McQuaid Tobacco 

Mansion Polish 

Nivea Créme 

Nugget Polish 

Odeon Cinemas 

Paddy Whisky 

Rowntree’s Chocolates 

Shell Petrol and Oil 

Sweet Afton Cigarettes 

Wincarnis Tonic Wine 


McCon nels Advertising Service Ltd. 


INCORPORATED PRACTITIONERS 


IN ADVERTISING 


CHAIRMAN & MANAGING DIRECTOR: C. E. McCONNELL, F.I.P.A. 


Head Office : 
Publicity House, Pearse Street, Dublin. 
Phone : 73141/3. Wires : Adcraft, Dublin. 


In London—to help and advise . 


London Office : 


St. Stephen’s House, Westminster, S.W.1 
Phone : WHI 5081/3. : Adcraft, Parl. 
London 


Wires 


.. tn Dublin—to answer and act! 
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Selling by night—in the land 
of no power cuts 


Irish electric sign advertisers have their “regulation"’ 
troubles, too; but their lot is made enviable in 
British eyes by one great advantage—an unlimited 
electricity supply. 

| aoe of the num- couraged later; the few occulting either by day or night. Fortu- 


ber of electric signs, par- signs which do exist were all nately, however, these are the 
ticularly neon and fluores- ¢rected before the introduction exception—and concern mostly 


cent tubing, in use in Dublin, ©f the current regulations. _ small users—rather than the 
and a lesser e . In the present expansion rule. : 
perdigcdl suas wenn manufacturers of signs have Where design of signs and 


: - . found that the volume of busi- illumination of buildings has 
Ireland, has been rapid during ness has trebled in the past two been left to the experts the re- 
the past few years. years, and gives no indication of sults have been far happier. 
For some time local town © slackening off. Problems of Ireland for the past few years 
planning authorities were very material supplies do not appear has not suffered any restrictions 
conservative about this develop- imminent in the industry, and on the consumption of electri- 
ment, particularly in Dublin, but one large firm of neon sign city, either by power cuts or 


within the last twelve months manufacturers considers that the “lights out” orders. 
they have adopted a broader supplies position is well assured The Electricity Supply Board 
approach to the subject. There although some slowing down of encourages the off-load use of 
have been cases of the granting deliveries is possible. current, although showing little 
of permission to erect signs on Design has not kept pace with interest in neon, owing to its 
sites which had previously been the rush to enter into the night low consumption. Current costs, 
banned. advertising field. In most of the however, are not a great induce- 
Unfortunately. the local larger signs there has been care ment to use light as an advertis- 


authorities still decline to permit and thought in design, but some ing medium. Before the war a 
movement in electric signs and of the smaller users have special rate was arranged for 


this is holding back some de- apparently insisted on their own such lighting; this was subse- 
velopments by advertisers who views as to colour and design, quently dropped and has not 
are known to be interested in with sometimes rather poor re- been restored, although 
inimation. It is believed, how- — sults in the end approaches have been made to 
ever, that following the easing In other cases excessive use of the E.S.B. for reconsideration of 
of the local authorities’ attitude neon tubes for architectural the position. 

to night signs in general a more effect has failed to improve the At present the costs for light- 


tolerant attitude may be en appearance of the buildings ing are 5-6d. per unit in the 
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Dublin City area and 7-5d. per 
unit in other parts of the coun- 
try, with a falling scale for the 
larger users. There is no doubt 
that a more economic rate 
would encourage a still more 
rapid development in the use of 
electricity for signs. 

Modernisation of shop ex- 
teriors has been followed by a 
greater use of light, and modern 
canopies for some cinemas have 
considerably improved the as- 
pect of certain of the city’s 
streets. 

Irish architects are conscious 
of the value of artificial lighting 
in presenting the night aspects 
of their designs, but too often 
it is found that advertising signs 
are “grafted” on to buildings 
without reference to the archi- 
tecture. 

Greater co-ordination between 
the people who propose to erect 
signs on new buildings and the 
architects would improve the 
asethetic aspect, and it would 
probably aid the conversion of 
the town planning authorities to 
a less conservative view. 

Shop window lighting _ re- 
ceived considerable attention 
from the Electricity Supply 
Board experts before the war. 
and the Board's Lighting Service 
Bureau was largely responsible 
for the improvements noted in 
this form of advertising. Re- 
cently, however, standards have 
fallen somewhat and there has 
been a tendency to use fluore- 
scent tubing indiscriminately. 


BY FAR THE 
LARGEST CIRCULATION 


PUBLISHED IN IRELAND 


(MEMBER OF A.B.C) 


ON SALE FIRST OF EACH MONTH 


Head Office: DUBLIN OPINION HOUSE, 67 MIDDLE ABBEY STREET, DUBLIN. 
London Office: LUDGATE HOUSE, 107 FLEET STREET, E.C.4. 


The National Humorous Journal of Ireland. 30th year of publication 


OF ANY MONTHLY JOURNAL 


Dublin Opinion 


The National Humorous Journal of Ireland 


Telegrams: ** DUMO, DUBLIN” 
Telephone: CENTRAL 2412 
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Into every city, town and village in every part of Ireland—THE IRISH 
PRESS carries the messages of every important advertiser to a reader- 
ship totalling well over 40°, of all Irish National Dailies. 

THE SUNDAY PRESS—popularly acclaimed the finest Sunday News- 
paper produced in these islands ! 


LONDON MANAGER: HAROLD CROSSLEY, LUDGATE HOUSE, E.C.4 Phone CENtral 1737 
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ADVERTISER'S WEEKLY—Irish Supplement 


YOU WILL NOT HAVE TO 
PENETRATE 


“THE IRON CURTAIN” 


IF YOU WANT TO FIND OUT 
WHERE TO GET VALUE 
FOR THE MONEY YOU SPEND 


ADVERTISING 


THE 


DROGHEDA 
INDEPENDENT 


HAS AN A:B-C- CERTIFIED 
WEEKLY SALE OF 


15,166 Gorics 


(a gain of 378 copies per week over 1949) 


MAKE THIS A FESTIVAL YEAR 


FOR YOUR CLIENTS BY BOOKING SPACE IN 
LEINSTER’S BEST AND BRIGHTEST WEEKLY 


RATE CARDS ON APPLICATION TO: 


C. F. O°’DONOGHUE 


Managing Director 


AT 9 SHOP STREET, DROGHEDA 
TELEPHONE 58 
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‘FILMS NOW GIVE ADVERTISERS 


AST year some of Dublin's 

first-run cinemas which had 
previously held out against the 
showing of advertising films 
granted concessions, and more 
have been added to their 
number during the past twelve 
months. The result is that the 
national advertiser can now 
secure a complete coverage of 
the whole country through the 
use of the commercial film 
medium. 

Apparently, the reluctance of 
some cinema proprietors to show 
advertising films was based on 
the premise that their audiences 
would react against them and 
resent the intrusion of advertising 
matter into their entertainment 
This has been proved to be false. 
and there is no doubt that the 
public in Ireland has come io 
accept this form of advertising 
with interest. 


National Advertisers 
Are Coming In 


A number of national adver- 
tisers, including Aer Lingus 
(Irish Air Lines), have taken up 
screen advertising during the past 
year, and many others are 
reported to be showing interest. 
So far, however, the advertising 


has been confined to the brief 
filmlets shown in advertising 
budgets and there have been 
comparatively few advertising 


films shown. Those which have 
been screened have been for 
English national advertisers, and 


rf 


« « e and here is some of 
the audience 


Lower O'Connell Street, Dublin 


NATIONAL COVERAGE 


There is plenty of scope in Ireland 
for cinema advertising—particularly 
on 16 mm. 


results achieved have been satis- 
factory. 

Irish advertisers, although they 
have been converted to the use 
of the screen for their brief ad- 
vertising announcements, have yet 
to undertake the more expensive 
investment of having a film 
specially produced for them; this 
is probably due to the production 
cost and to the fact that they 
have not seen sufficient films of 
this type on Irish screens to in- 
duce them to enter the field. 
General reactions, however, show 
that there is interest in this 
direction. 

Government departments have 
used the screens on a number of 
occasions, but so far all the 
screenings have been regarded as 
“National Interest” and charges 
have not been made. It is likely 
that in the future, however, in 
view of the commitments of the 
cinemas to the screen advertising 
agents there will be restrictions 
on these showings unless they are 
to be handled commercially 
through the agents. 

Ireland is considered by the 
film trade to have the largest pro- 
portion of film-goers to popula- 
tion of any European country, 
and there is no doubt that cinema 
advertising is impressing its mes- 
sage not only in urban areas but 
in the smaller situations through- 
out the rural areas. T 


€ possi- 
bility of extending this form of 
advertising to 16 mm. mobile 


shows to operate in the remoter 
districts is an aspect which is 
worth examination if full use is 
to be made of the medium. 
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Telephone Telegrams 


77367/8 nuh eGENERAL PUBLIC] 7 “GENLADS" 


As éd Fr 


CINEMA & GENERAL HOUSE 
35 UPPER ABBEY STREET 


DUBLIN 


wee 
over" sca ROLLERS OF 
750,000 rE TR is 40,000 000 
ULEW CHS 55 COMPRISING 220 CINEMAS HOW'S 
Cath INELUDING ODEON (IRELANDJCREU/ Cach 


year 


FILMLETS /N FULL LOLOUR 
WITH ANIMATION 
AND 
TWO MINUTE FILMS 
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IRISH 
LICENSING WORLD 


Organ of the Licensing Trade and Industry 


One trade journal—irish LICENSING WORLD*—covers 
all sections of Ireland's (Southern and Northern) 
Licensing Trade and Industry—public houses, 
hotels, vintner-grocers, on and off licences, licensed 
restaurants, refreshment rooms, cinema and theatre 
bars, air-port bars, wine and spirit merchants, and 
the brewing, distilling and mineral water industries 
Published monthly. 


MUSIC WORLD 


The Monthly Magazine for all Music Lovers 


For the first time in one publication . . .a complete 
Irish musical editorial background endowing 
advertised musical goods and services with the 
desired Irish appeal and at the same time presenting 
them in keenly-read pages to Irish people when 
they are reading about their own musical interests 
and activities—that’s what you will get by advert- 
ising in MUSIC WORLD. ¢ 


Appealing exclusively to tens of thousands of 
music lovers of all tastes throughout Ireland 
(4,000,000 population) MUSIC WORLD, written for and 
edited by Irish people, is soon to be published and 
will be Ireland's first music magazine. 


MUSIC WORLD offers you a national advertising 
campaign among all music lovers in one all-emibracing, 
compact magazine. 


To be published monthly. First issue—First 
Thursday, April 1951. 


* copy and full information from 


Specimen t dummy 


Tom Merry, Advertisement Director 
12 MERRION SQUARE, DUBLIN 


Telephone: Dublin 66257 
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Demand for P.R. services 


Despite some conservatism on 


the part of industry, public re- 


lations in 


Ireland is gradually 


coming into its own. 


HILE the number of 
full-time public relations 
officers in Ireland is 


| small there is a growing increase 
| in the practice of the technique. 


This was emphasised by the 
decision of the City of Dublin 
Vocational Education Com- 
mittee to introduce a course of 
ten lectures on the subject at 
its principal educational centie 
—the Dublin High School of 
Commerce. Government in- 


| terest was shown by the atten- 


dance of a Senior Inspector of 
the Department of Education 
at the inaugural lecture. 

Despite the influenza epidemic, 
which reduced attendances at 
other courses in the same school, 
there have been 40 to 45 persons 
at each lecture. The attendance 
has been particularly interesting 
because it has included several 
senior advertising men _ from 
agencies, newspapers and busi- 
ness organisations, together with 
a number of juniors. Each even- 
ing has been devoted to a lecture 
of about an hour followed by a 
discussion for a further hour. 

The lecturers who were invited 
to participate include men from 
transport, cinema and_ tourist 
organisations, together with the 
Information Officer of the Econ- 
omic Co-operation Administra- 
tion. It is particularly interesting 
that the course should have 
opened at this school because it 
has for a number of years run 
excellent courses in advertising 
and commercial art which have 


This view of Clonmel town is 

typical of the wonderful country 

which the Tourist Board's Press 

and public relations officers have 
to sell. 


the support of the publicity, ad- 

vertising and newspaper organisa- 
tions in Dublin. 

There has been a more ready 

| acceptance of P.R.Os. by Irish 


newspapermen in the past year or 
two, probably because they have 
realised that the P.R.O. is pre- 
pared to help them. There is 
also evidence of a better apprecia- 
tion on the part of firms employ- 
ing P.R.Os. of the role which the 
P.R. department can play in pro- 
viding information for the for- 
mulation of policies. 

Little has been done by the 
Government to develop its own 
P.R. service. At present nearly 
all departments of State are 
served through one office—the 
Government Information Bureau. 
The Department of External 
Affairs, however, maintains itsowa 
information division; the Depart- 
ment of Health, until the recent 
death of the holder of the post. 
utilised the services of a publi- 
city director. Such sections of 
Government as the Department 
of Agriculture obviously require 
full-time P.R.Os. but no provi- 
sion has yet been made for such 
appointments. 

Radio Eireann has yet to fol- 
low the B.B.C. in appointing a 
publicity officer. News releases 
about programmes are at present 
handled by members of the staff 
employed on other duties. 


The Agencies 
Think About It 


Consideration has been given 
by some Irish advertising agencies 
to the creation of public relations 
divisions within their organisa- 
tions, but so far no definite deci- 
sions have been taken. 

With the continued growth of 
Irish industry there is room for 
more P.R.Os., particularly as the 
case of Irish industry is somewhat 
neglected. There are sporadic 
attempts to whip up enthusiasm 
for Irish goods, and to defend in- 
dustry in general from charges cf 
excessive profits, but these are 
made on occasion by leaders of 
industry, and there is nobody 
solely engaged on P.R. for this 
purpose. 

Development of the tourist 
trade has resulted in the addition 
of a Press relations officer to the 
staff of the Irish Tourist Board, 
in addition to a public relations 
officer, and jt is believed that 
other commercial organisations 
are viewing public relations with 
an increasingly favourable eye. 
They have observed what has 
been done by companies which 
do use P.R.Os. and the current 
training course has stimulated 
their interest. But Irish industrial- 
ists are inclined to conservatism. 
and the period of evolution may 
be slow; fortunately, the present 
training programme may help 
towards the provision of men with 
knowledge of P.R. techniques 
when the appointments are made. 
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2tt0l8 TAOUSANDS 
MORE IN IRELAND 


BY OUTDOOR 
ADVERTISING 


: 


_ best form of advertising in Ireland—the way to reach the greatest number of 

people for the smallest outlay—Outdoor Advertising on the nationwide vehicles and 
sites of CIE, Ireland’s National Transport System. 
Positions are available on: Dublin and Provincial Buses, Road Vans, Road and Bridge 


Sites, Railway Stations and Canals. 


Painted Boards, Flood Lighting and Neon Signs. Special quotations for Painted Boards. 


Rates may be had on application for Solus Positions, Flood Lighting and Neon Sign Displays. 


Transport Subsidiary will also design and print posters for advertisers. Write for 


descriptive booklet and rates schedule to: The Manager, 


TRANSPORT SUBSIDIARY L” 


2. UPPER COTE VAweti SIRE. Beene 
Telephone: Dublin 46301 7 Telegrams: Transport, Dublin 
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TheAnaglo-Celt 


(Established 1846) 


has the most intensive coverage of any Provincial 
Weekly Newspaper in Ireland. 

For the past 80 years it has been recognised as 
Ireland’s Leading Provincial Weekly Newspaper, 
and it has gained that position because its first 
principle has always been “the News is the Thing”’. 

THE ANGLO-CELT is read and relied upon 
by all classes because its news is invariably without 
bias or prejudice—it is FULL, FAIR and 
FACTUAL. 

THE ANGLO-CELT is not just a “local” 
paper, its intensive sale covers 8 Counties in the 
3 Provinces of Ulster, Leinster and Connaught, 
embracing an area of 2,900 square miles. 

A weekly paper must be a GOOD NEWSpaper 
before it can be called a GOOD Advertising 
Medium—THE ANGLO-CELT is both. 

To advertisers it guarantees a NET PAID 
SALE each week and every week of 


OVER 
20,000 


copies and this net paid sale is the PROPRIETOR’S 
CONTRACT with every advertiser. 

Advertisers can be assured that every copy of 
THE ANGLO-CELT sold is read _ through. 
Coupon competition advertisements are not 
accepted nor have the Proprietors at any time 
resorted to artificial methods of inflating their 
circulation figures. 

THE ANGLO-CELT is the official advertising 
medium for several County Councils, Urban 
Councils and other Public Bodies. Each week it 
carries the Property Sales of 8 Counties and its 
Prepaid Smalls come from all over Ireland. 

No unsold copies of THE ANGLO-CELT 
have been credited for over 12 years. 

Every ANGLO-CELT bought has 100°, 
advertising value. 

THE ANGLO-CELT is Rotary printed for 
46 years. 

THE ANGLO-CELT is published every 
Friday. Specimen copies and Rate Card may be 
had on application to the publishers : 


THE ANGLO-CELT LTD. 
Cavan, Ireland 
Telegrams Celt, Cavan 


Phone Cavan 3 
or from the London Office :— 
J. T. ROBSON & SON LTD. 
Temple Bar House, 23 Fleet Street, London, E.C.4 
Phone Central 4438 
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Fresh approach to market 


~ 


research is necessary ~. 


By W. P. O'DONOGHUE, Director 
and General Manager, Arks Ltd. 


HE research director of a 

London agency told me 

recently that one of the 
things which really made him 
want to tear his hair was the 
difficulty of planning sample 
lists in Ireland with due regard 
to the correct proportion of the 
various classes. Being a con- 
scientious man he had travelled 
to Ireland to check on the 
sample areas he had chosen 
from a directory (using rateable 
valuation as a guide to class 
grouping) and, putting it mildly, 
he had been disappointed with 
what he had seen. 

His difficulties were under- 
standable to one familiar with 
this market, and it is proposed 
to deal with them under three 


headings: 
(1) Class Grouping, Non-agri- 
cultural. ; 
(2) Class Grouping, Agricul- 
tural. 


(3) Local knowledge. 

“Class grouping” as a term 
had become rather vague, since 
what we are primarily concerned 
with is purchasing power. With 
rising wages in many trades it is 
not uncommon to find the occu- 
pants of working-<lass dwellings 
with a total gross income in 
excess of £1,000 per annum; it 
is equally likely that in many 
cases we will find the total in- 
come of occupants of a “middle- 
class” house (valuation £25) as 
low as £8 weekly. 

Clearly, therefore, a fresh 
approach is necessary and I have 
found it more practical to classify 
the non-agricultural community 
according to social status. From 
the viewpoint of convenience for 
regional distribution the follow- 
ing breakdown has been found 
most useful: 

Group 1. Professions, higher 

commercial, etc. 

Group 2. Lower commercial, 

clerical and shop. 

Group 3. Manual, supervisory 

and skilled. 

Group 4. Manual, semi-skilled. 

Group 5. Manual, unskilled. 

It can be seen that the position 
of Groups 3, 4 and 5 in “class” 
groupings can be adjusted in the 
light of wage trends in industry 
and a correct assessment made 
of their importance from the 
viewpoint of purchasing power. 
It is not suggested that five 
groups are necessary—I use three 
at present and suggest that each 
research director should make 
his own combination of groups 
in the light of wage scales obtain- 
ing at the time he is conducting 
a research in this country. 

For the agricultural community 


I adopted net family income as 
the most convenient classifica- 
tion. 


Class A. Net income exceeding 
£500 per annum. 
Class B. Net income from £251 
to £500 per annum. 
Class C. Net income not exceed- 
ing £250 per annum. 
This breakdown is particularly 
convenient because the regional 
distribution of these incomes is 
available to provide a_ useful 
basis for county-by-county plan- 
ning. 


I am afraid, however, that I 
can offer no formula for the 
solution of my friend’s third 
difficulty—lack of local know- 
ledge. 


Importance Of 
Local Knowledge 


Only local knowledge can save 
us from the danger of classifying 
as Class A or B the near-poverty 
that exists under the cloak of, 
and as the price of, respect- 
ability; or of grouping with 
Class C the very real purchasing 
power that carries on cheerfully 
under squalid conditions in cer- 
tain areas. The man who plans 
his investigators’ calls will need 
to know his areas thoroughly 
and he will need to have investi- 
gators who know their areas and 
on whom he knows he can rely. 

Troublesome as this problem 
may be in the principal cities, it 
is nothing compared to the diffi- 
culties in provincial areas. In 
many provincial towns, the rate- 
able valuation of premises is 
almost useless as a guide to class 
grouping, and the more pros- 
perous the town the less reliable 
is this guide. 

The reason is that the drift 
from the land into the towns 
continues and the towns are 
overcrowded: private dwellings 
have become little better than 
tenements. 

Let us leave the towns and go 
into the rural areas and here we 
come up against even greater 
difficulties. 

Land is all-important to the 
Irish farmer. He will scrimp and 
save to buy more of it. He 
resents making payments that are 
not for the purchase of land, and. 
most useless payment of all in 
his eyes is the payment of rates. 
So that he will live in his small 
house on his large farm for as 
long as he can without effecting 
improvements—for improvements 
mean a new valuation and more 
rates. 

Thus, the research man who 
goes solely by rateable valuation 
may be misled. 
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& his lifetime this Asiatic has seen 
much of war and famine and flood. His country 
has suffered greatly through invasion and revolu- 
tion. He has seen a mighty dynasty fall and he 
has watched the rise and decline of foreign and 
native regimes. All these changes in the turbulent 
life of his country have usually meant suffering 
and privation for him and for millions of his 
countrymen; yet they have always been able to 
rebuild from the ruins and to preserve their 
traditional way of life. Now many Asiatic 
countries are again at the cross-roads. What of 
the future? 

In this part of the world we have been fortun- 
ate to escape most of the upheavals of these 
anxious times. Our right to live and work as free 
men remains undisturbed. While men retain that 
right there is every hope of the return of peace and 
stability to the world and we can look forward to 
the day when weapons will : 
be laid aside and all naticns \ 
will be engaged in peaceful 
commerce and industry. 


O° KEEFFE’S 


ADVERTISING SERVICE LIMITED 


49 Upr. O'Connell Street D U B L l N 


The approach to the Jrish market is one that calls for 
the advice of specialists. A brochure . . . a newspaper 
campaign ...a Radio Show .. . outdoor publicity .. . 
O’KEEFFE’S, in the business since 1884, can help 
considerably with their specialised knowledge and 
craftsmanship. 

O’KeeErFre’s Press CUTTING BUREAU is at your service 
to provide that vital information so necessary to keep 
your fingers on the pulse of this profitable market. 


Telephone: 79461 (3 lines). Telegrams: “Publicity” Dublin. 


Irish Supplement—ADVERTISER'S WEEKLY 


The Irish Times 


QUALITY CIRCULATION 


HE readership of The Irish Times is mainly 
composed of Ireland’s most influential citizens. 
They include men and women who occupy 
executive positions in industry and commerce, 
professional people, landowners, agriculturalists 
and public officials. 
Collectively, they represent such a large annual 
spending power that space buyers give The Irish 
Times first place in Irish advertising campaigns 
which require a quality circulation to sell quality 
goods and services. 


Che Irish Cimes 


Publishers of 
TIMES PICTORIAL IRISH FIELD 
IRISH REVIEW AND ANNUAL 


Head Office: WESTMORELAND STREET, DUBLIN 
Branches at CORK, LIMERICK, BELFAST, GLASGOW 
London Office: 59 FLEET STREET, E.C.4 
London Advertisement Manager: MR. A. BROWN 
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WOMANS LIFE 


LIFE 


DUBLIN... 


RR 


woman's magazine. 


its claims. 


regularly. 


RATES ON 
APPLICATION 


a 
iS 
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NATIONAL ADVERTISING REPRESENTATIVES 


131 


FLEET STREET, LONDON, E.C.4 


Telephone: CENtral 3754, 1960, 3133 


THE 
KILKENNY 
PEOPLE 


The oldest continuously 
published newspaper in 
Co. Kilkenny with a 
circulation larger than 
any other provincial 
newspaper printed or 
circulating in County 
Kilkenny. Audited Net 
Sales certificate. Out 
every Friday. Price 2d. 


ALSO 


THE POST 
Out every Wednesday evening 
Price ld. 


E. M. Keane 
Managing Director 
KILKENNY PEOPLE LTD. 
Kilkenny 
Phone: Kilkenny 15 


london Agents: 
HUSEY & CO. 

92 Fleet Street 
Phone Central 8209 


. Ais 7 
Advertising Pays 
when your sales medium is 


— 


CLARE CHAMPION 


The unrivalled weekly of Clare and 
South Connacht 


Its name as a progres- 
sive journal has stood 
the test of time over 
an extensive area 
among Commercial, 


professional, agricul- 
tural and all other 
interests. 


Circulation still 
increasing. 
Continually used by 
all leading advertising 
agencies in Eire and 
Great Britain. 


Published weekly at 
O’CONNELL ST., ENNIS 
Telephone : Ennis 1! 

London Office : 


92 FLEET STREET, E.C.4 
Telephone : Central 8209 


WOMAN’S | 


@ has by far the largest 
circulation of any Irish 


@ is the only one with an 
A.B.C. certificate to prove 


@ has been tried and | 
proved by international | 
cdvertisers who use it 


20 


the advertiser 


AILWAY poster  posi- 

tions (under the control 

of Coras Iompair Eireann) 
in Southern Ireland are-handled 
by a subsidiary company of the 
Irish nationalised railways, and 
the advertiser who entrusts his 
bill-posting to this company 
will have the assurance that all 
posters will be on exhibition 


during the full period con- 
tracted for, and checked by 
responsible officials. Posters 


are under the constant super- 
vision of station masters, halt- 
keepers, and a number of 
travelling advertisement fixers. 

All poster Positions in 
Southern Ireland have been care- 
fully examined and the fullest 
information is available. 

On railway station platforms 
and road sites, solus positions 
for 16, 32, 48 and 96-sheets are 
in great demand, and in recent 
years many additional sites have 
had to be built. 

Posters of smaller size than 
16-sheet double-crowns, when 
placed on panelled spaces or 
solus boards, will exclusively 
occupy that full space and will 
each be charged as a 16-sheet 
double-crown. Advertisers 
should note that no size smaller 
than 16-sheet is accepted for road 
Sites. 

Special quotations for painted 
boards, floodlit and neon 
displays, may be had on 
application. 

Buses in the larger towns are 
brightened by displays both out- 
side and inside. Van posting in 
Southern Ireland was introduced 
two years ago, and there has been 
a demand for the broadside 
panels, targets and front oval 
spaces. Vans operate day and 
night from the principal centres 
in Dublin, Limerick, Cork and 
Waterford and other provincial 
areas. 


In September, 1950, the first 
display of fluorescent posters was 


4 C.A.E. bus carrying a streamer ad. 


What outdoor publicity offers 


By E. O'NEILL, Manager, 
Transport Subsidiary Ltd. 


adopted by Irish advertisers. As 
each new one appears it is the 
signal for a fresh spate of 
inquiries from advertisers. 

It may be interesting to pros- 
pective advertisers to know that 
last year approximately 280 
million passengers were carried 
by road and rail by the Irish 
National Railways operating in 
Southern Treland. 


LEINSTER 


LEADER 


ESTABLISHED 18896 


Serves the best purchasing 
population in Ireland 


* 
It covers seven counties — 
Dublin, Kildare, Offaly, 


Wicklow, Meath, Leix and 

Carlow—a circulation area 

peculiarly favoured by situ- 

ation and national advantages. 
* 


Published each Friday at 
NAAS Co. Kildare 


* 


| London Office : 


H. R. TADGELL 
134 Fleet Street, London, E.C.4 
Phone : Central 3913 
Member of A.B.C. 
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Ireland’s Premwer Social Monthly 
(EST. 1890) 
PUBLISHED Ist EACH MONTH 


An “indispensable” tor top-grade results in the Irish market— 
all Ireland coverage. Exclusive articles by acknowledged 
experts on Art, Fashions, Beauty, Hunting, Racing, Motoring, 
Golf, Theatre and all current Social and Sporting Events. 


LAVISHLY ILLUSTRATED 


Ask for specimen copy and rates 


The Advertisement Manager Publishers : 
“Irish Tatler & Sketch,” Wilson, Hartnell & Co. Ltd., 
Commercial Buildings, Dublin Dublin 


*Grams: Hartnell, Dublin 


I successfully represent 


The Spice of teish Lif> many leading Irish 


IRELAND’S POPULAR MONTHLY HUMOROUS MAGAZINE | P. ubl 1c ation’ > 
A MUST oN EVERY SCHEDULE Educated in Dublin, 
| 
FOR CONSUMER GOODS ! I know Treland! 
SELLING IN 


THE REPUBLIC OF IRELAND JACK ROBSON 


AND 


NORTHERN IRELAND 


To those who market consumer goods in Ireland, PASSING 
VARIETY is the obvious choice of advertising medium. At 
£30 per page and with a circulation now in the region of 
30,000 monthly, this popular family magazine introduces its DUBLIN LONDON 
advertisers to a really worthwhile section of the buying public 
in Ireland. 7 BACHELORS WALK 23 FLEET STREET 
Specimen copies and rates on request to 43 Parkgate Street. Phone 77812 Phone CENtral 4438 
Dublin, or to Reid, Walker & Co., Ltd., Salisbury Square 
House, Fleet Street, E.C.4. | 
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NR A GELS 


AND 


PULLING POWER! 


[relands Own 


(49 Years Strong) 


ABC CERTIFIED AVERAGE FORT- 
NIGHTLY NET SALES JULY-DEC. 1950 


41,162 


London Representatives : 
W. H. Young & Co., 
177-178 Fleet Street 


TT 


Published : 39 Lower Ormond Quay, Dublin 


A POWER OF GOOD 


Printed by ‘“‘ The People’’ Newspapers Ltd., Wexford 


L 


THE FARMERS’ GAZETTE 


(Established 1842) 


IRELAND'S ONLY WEEKLY FARMING JOURNAL 


The farming community of Ireland forms a market 
of immense value to advertisers, whether the product 
is a necessity of present day farming or of a general 
home appeal. Farming is Ireland's leading industry 
and those engaged in it look to the *“Farmers’ 
Gazette” for up-to-date news and information con- 
cerning their everyday interests. For more than 
100 years the ‘Farmers’ Gazette” has served Irish 
Agriculture. Specimen copy and advertisement 
rate card will be sent on request. 


Head Office: 179 - PEARSE STREET + DUBLIN 
Telegrams ; ** Farmers Gazette’ Dublin. Telephone : Dublin 73236 


London Office: 69 + FLEET STREET - E.C. 4 


Telephone ; Central 5453 


The 


public 
money to spend 


A Special Correspondent looks 


at 


in Ireland has reached a 

record high level, and 
according to recent official 
comment the volume of imports 
in the twelve months ended last 
October was 40 per cent higher 
than in 1938, as against 27 per 
cent in 1948 and 1949. Figures 
for the full year 1950 are 
expected to show that the 
imports were even more than 
40 per cent above the pre-war 
level. 

A proportion of these imports 
was undoubtedly capital goods 
for the expansion of Irish 
industry, but there is no doubt 
that Irish purchases of consumer 
goods have reached a high level. 
There have been wage increases 
in virtually all branches of trade 
and industry since the end of the 
war, and although the cost of 
living has risen the public still 
appears to have a very consider- 
able spending power. 

According to a recent state- 
ment of the Minister for Industry 
and Commerce, Mr. Daniel 
Morrissey, expenditure on drink, 
tobacco and amusements has 
doubled since 1938, and totalled 
£44 million in 1949—approxi- 
mately one-eighth of the national 
expenditure in that year. Betting, 
on racecourses and with book- 
makers totalled £16 million 
(excluding the substantial wager- 
ing at dog race tracks) in 1949, 
this is three times higher than in 
1938. 


(Cinietand as of goods 


Wage Increases 
To Come 


_ It is clear, therefore, that there 
is a considerable amount of 
spending money available in 


Ireland, and further _Wage 
increases which are anticipated 
during the current year will 


certainly not all be absorbed by 
meeting the new cost of living 
levels. 

As in most other countries, 
every effort is being made to 
increase the export trade—with 
particular attention to the dollar 
market. The sales assaults on 
the United States have so far 
reached no great proportions, but 
they are being stimulated by the 
Economic Co-operation Adminis- 
tration’s Mission to _ Ireland, 
which has already given backing 
to several industrial and similar 
study groups to visit America. 
Although developments may be 
expected in this market, Britain 
still remains the Republic's best 
customer. During the first eleven 


months of last year imports of 
British goods totalled £75,518,372, 
compared with £65,433,884 in 
the corresponding period of the 
previous year. 


Marcu 22, 1951 


still has 


Ireland as buyer and seller 


Irish shipments to Britain in 
January-November 1950, were 
valued at £47,413,217, a substan- 
tial increase on the £40,459,365 
of the corresponding eleven 
months in 1949. These figures cf 
Anglo-Irish trade form a substan- 
tial proportion of the entire 
external trade in which imports 
were valued at £146,576,416 and 
exports at £636,102,189 in the 
period of 1950 under review. 


Unmanufactured textiles are 
being imported in increasing 
quantities, but the expansion of 
the Irish clothing industry is 
steadily reducing the intake of 
wearing apparel; and this trend 
may be expected to continue. 
Developments in the manufacture 
of electrical equipment may also 
be expected to reduce the market 
for some electrical, goods, but 
expansion of _ electrification— 
particularly in rural areas— 
should still provide a lucrative 
market for development. 

Heavy import duties, and sub- 
stantial home production, have 
combined to reduce imports in 
the cosmetic section, although 
there is a demand for the articles 
sold under the leading brand- 
names, 


Since Ireland is a predomin- 
antly agricultural country there 
is a continued demand for 
tractors and agricultural 
machinery of all kinds. Irish 
manufacturers are meeting part, 
but not all, of the demand for 
machinery, and since the speeding 
up of the mechanisation of Irish 
agriculture this market ~ has 
expanded. It should be 
remembered, however, that many 
of the Irish holdings are small 
and not suitable for the use of 
larger types of equipment. 

The heavy housing pro- 
grammes, sponsored by local 
authorities and undertaken by 
private enterprise, show no signs 
of slackening; in fact, if material 
shortages are not encountered 
these programmes are likely to 
be expanded. In Dublin, par- 
ticularly, large blocks of flats— 
most of them designed for slum 
clearance schemes—are being 
erected. Consequently there is 
a large demand for furnishings 
and all types of household 
equipment; again, only part of 
the market is being filled by 
Irish-made goods. 

Total population of the 
Republic at the last census in 
1946 was 2,955,107, and accord- 
ing to the statistics collected at 
that time the average Irish family 
consists of 4-6 persons. And it 
should be remembered, _ in 
approaching the Irish market, 
that the unity of family life is 
more marked than in Great 
Britain or the United States. 
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Mancet 22.1951 2 Ish Supplement ADVERTISER'S WEEKLY 
.... a family magazine 
with a quality circulation|| Get to the ‘top’ 

_ano coon vaue ||| famis tvourte in teuns. 6 || Of the Irish Market 


AT £20 PER PAGE! 


enjoys a loyal, consistent reader- 

ship in the Irish home. It is an h h 

excellent advertising medium for l r oug 

those who want to appeal to the 
‘> middle classes in Ireland, and at 


sae") SOCIAL~PERSONAL 


Advertisers Include: 
ARTHUR GUINNESS Ireland’s Gayest Society Magazine 
AER LINGUS 

SUNBEAM WOLSEY 
O'DEAREST MATTRESSES 


SANDEMAN PORT For Specimen Copy and other requirements 
ESSO : a to: ° 
sean pply Michael J. Clarke, 
FISHERBOND PENS Managing Editor, 
pa 3 Palace St., Dublin. 
sacoB & CO. LTD. Telephone: 70348 
ENCYCLOPADIA or 
BRITTANICA 

MARTIN MAHONY & H. V. Gould, 

_ om London Representative, 
sae wa 143-144 Fleet Street, E.C.4. 


Phone: CEN. 2110 & 7732 


x! 


Publishers: C. J. FALLON LTD., 9 LOWER ABBEY STREET, DUBLIN. 


EXPORT BY ALL MEANS, BUT— [ye THE 
Don’t Export 
if you can’t Advertise 5 O — 


The monthly “H.A.T.” 
and the annual “McCaul’s 


Irish hardware and allied traders Guide for nog) om Leading IRISH Weekly 
mon 
like to buy goods they see adver- and are edited. by - ‘man ‘: 
tised. If you are interested in Sprienar'el'hn nde * | 
: exporting to the prosperous Irish cher impartial tnd helpful Covering 
market, an advertising campaign fray of dew oni CORK CITY and COUNTY 
; in the “H.A.T.,”will bring business ete Be SOS oe. 
ip If necessary, _reliable (one-fifth of the Republic of Ireland) 
when you are really in need of it. — Sa 
district ~~ pa can be * 


Certified A.B.C. Circulation 


“The IRISH rs comes: 
HARDWARE & ALLIED TRADER” THE ‘Shibbereen 


Published monthly from LONDON OFFICE : 


7 & 8 BACHELOR’S WALK, DUBLIN 118 High Holborn, London, W.C.1 


Tel.: Chancery 8752 
LONDON: 23 FLEET ST. (Jack Robson) MANCHESTER: 69 MOSLEY ST. | i” rs | 
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ADVERTISER'S WEEKLY 


Irish Supplement 


Are you 
selling in 
LIMERICK 


(City & County 


CLARE 
TIPPERARY 
NORTH CORK 
EAST KERRY? 


* This area ranks among 
the best in Ireland for 
High Purchasing 
Power and is prac- 
tically the exclusive 
territory of 


THE 
LIMERICK 
LEADER 


Ireland’s Best Provincial 
Advertising Medium 


Send us your adver- 
tisements and watch 
your sales expand. 


3 issues per week. 
Mon., Wed. & Fri. 
Friday issue over 
22,000 copies. (A.B.C. 
certified). 

The “Limerick 
Leader ’’ carries a 
greater volume of ad- 
vertising than any 


other Irish paper of 
its kind because 
“LEADER” Ad 
vertising pays the 
Advertiser. 


Write for specimen copy and rate 
card— 


THE LIMERICK 
LEADER LTD. 


54 O'CONNELL ST. 
LIMERICK 


Telephone 274 


London Office : 
92 FLEET STREET, E.C.4 
CEN. 8209 


Whether you are a 
buyer. seller, manufacturer 


or distributor, use 


THE SLIGO 
CHAMPION 


as your advertising medium. 
As a business man it will pay 
you. Largest Circulation in 
the North-West. 


Proprietors of 


The People’s Press 


Read in every household in Co. Donegal 
Circulates in Derry, Tyrone, 
Fermanagh and most North- 
ern Counties. The paper is 
an Excellent Advertising 
Medium and taken in con- 
junction with its contempo- 
rary the “‘SLIGO CHAMPION"’ 
the combined area of circu- 
lation of our Two Papers 
extends from Mayo to Malin 
Head. 


SPECIAL ATTRACTIVE GROUP 
RATES FOR BOTH PAPERS. 


THE CHAMPION 


PUBLICATIONS LTD. 
WINE STREET, SLIGO ’ Phone 33 


Branch— 
LIFFORD, CO. DONEGAL ‘Phone I5 
LONDON, 92 FLEET ST. Cen. 8209 


| 
| 


“HATIONALIST AND 
LEINSTER TIMES” 


LEADS 
THE 
WAY 


IN LEINSTER 


Circulating 16,000 copies each 
week in Carlow, Laois, Kildare, 
Kilkenny, Dublin, Wicklow and 


N. Wexford, the paper is second 
to none from all view points. 


The only newspaper published in 
County Carlow. 


Ask for specimen copy and rate card 


42 TULLOW ST., CARLOW | 


London Office : } 


92 FLEET STREET, E.C.4_ 
CENtral 8209 


| 


Factory of the Condensed Milk Co. of Ireland. 
vats of cream ready for dispatch. 


In the foreground are 


Ireland’s industry is making 
spectacular advances 


(Continued from page 4) 


Labour Court set up under the 
Industrial Relations Act, 1946. 

The state has also indirectly 
increased the industrial attraction 
of the country by promoting 
through the Electricity Supply 
Board a vast programme of 
capital development designed to 
increase generating capacity from 
the present figure of 270,000 kw. 
to 513,000 kw. by 1954. Parallel 
with this development there has 
been undertaken an ambitious 
rural electrification scheme. 

What else has Ireland to offer 
the industrialist? Stable political 
and social conditions, capital for 
investment, abundant labour. 
good factory sites, comparatively 
few controls and a level of taxa- 
tion that is moderate by British 
standards. It has more to offer, 
but to mention it would be super- 
erogatory. 


Already our 
Building Extensions 
and 
Rotary Plant 
have justified 
themselves by 
INCREASED SALES 
Members of A.B.C. 
Largest circulation in 
SOU ~H EAST IRELAND 


“WUNSTER EXPRESS” 


Waterford’s Lead'ng Newspaper 
Head Offices : 
37 Quay &1, 2, 3 Hanover S$ 
aterford. Phone: 153 


London Office : 
E. E. Preston, 69 Fleet Street, E.C.4 
Phone : Central 3952 


{he mainspring of Irish indus- 
try is, and will continue to be, 
private enterprise. On principle, 
the government interferes as 
little as possible and only when 
some wider interest demands it. 


The Government 

Plays Its Part 

Hence industry's fate and 
future depend in the last analysis 
upon the decisions of private 
individuals. This naturally en- 
hances the psychological element, 
for without confidence indust- 
rialists will not commit them- 
selves to schemes for expansion 
and development and the expen- 
diture they involve. This is 
where the government through 
its specialised institutions plays 
its part by creating and maintain- 
ing conditions conducive to in- 
dustrial success and prosperity. 

There is no uncertainty about 
its policy. It has been declared 
time and again. Assisted by its 
new industrial advisers, the In- 
dustrial Development Authority, 
the government will do every- 
thing possible to ensure that 
come what may Ireland will have 
an industry as diversified, as 
efficient and as vigorous as exists 
in any country of comparable 
size and resources. 


EXCEPTIONAL 
EXPANSION 


Economic Co-operation Ad- 
ministration announced recently 
“in Washington that Ireland's in- 
dustrial output percentage in- 
crease on 1938 in the last quarter 
of 1949 was 157 per cent. This 


figure was equalled by Sweden 
and compared with 152 per cent 
for Denmark and 144 per cent for 
Britain. 
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B&I LINE 


QUICKEST and BEST ROUTES 


TO AND FROM ALL PARTS OF 


EIRE, 
ENGLAND 
and WALES 


THE ENGINEERS’ ASSOCIATION MONTHLY ORGAN 


cores To EVERY encineer 


IN THE 
REPUBLIC OF 
AND 
ERN 


IRELAND 


NORTH IRELAND 


Each month, the Council of the Engineers’ Association 

sends a copy of the JOURNAL to every member in Ireland of 

@ The Institution of Civil Engineers @ The Institution of | 

Mechanical Engineers @ The Institution of Electrical Engin 

cers @ The Institution of Municipal Engineers @ The 
Engineers’ Association, 


The JOURNAL is also sent monthly to all the principal 


THROUGH BOOKINGS :: LOWEST < 
: engineering firms in Ireland 
bse : a Z 
ae e ie This official journal is used regularly by those advertisers 


who want to make sure of reaching every engineer in 
BRITISH & IRISH STEAMPACKET Co. “Ltd. Ireland. "AL £20 per page the Ti i worth its: place on 
our appre priati n Specit nen copy and rate card sent on 


North Wall House, North Wall, Dublin * 


Grams: «Ladyships, Dublin,” Phone 3 71821 (6 — 


request to 37 Grafton Street, Dublin 


You can depend on us for faithful 


reproduction of all your publicity 
work, whether im line, half-tone, 
combined line and 
half-tone or colour 
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DAILY NET SALES 7 8,0 O 0 


““=\  PEOPLE’S 
. = PAPER 
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Dublin Evening Mail 


LONDON ADVERTISEMENT MANAGER 


H. D. V. GOULD 


143-144 FLEET STREET, E.C.4 CEN. 2110 


Published by the Proprietors, BUSINESS PUBLICATIONS. Ltd. at their office at 180, Flect Street. London. EC 4 (Phone Chancery 8844 ) 
March 22, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment 
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REGIONAL WEEKLIES 


“Under the Influence” for inform- 
ing its readers how the cut would 
affect them. Actually the cut is 
more than painful to the 
Observer since it circulates in a 
rapidly developing area, contain- 
ing New Towns. They have 
decided to meet the new crisis by 
publishing only one ten page 
paper each month, instead of two. 
Here again the estimate is that 
14-16 page issues are necessary to 
provide adequate coverage. 

Circulation is a topic on which 
many weeklies are apt to be 
singularly discreet. Some, whict. 
have cause for satisfaction, print 
ABC figures proudly. Others rely 
on circumlocution with nebulous 
claims about being the most “in- 
fluential paper in the area.” A 
few cling to geography. The 
Mid-Sussex Times assures its 
readers that it is an independent 
family newspaper circulating in 
Haywards Heath, Burgess Hill. 
Cuckfield, Lindfield, Hurstpier- 
point Hassocks, Keymer, 
Ardingly, Balcombe, Crawley. 
Three Bridges, Horsham, Bolney. 
Albourne, Sayers Common, Pye- 
combe, Clayton, Ditchling, Cow- 
fold, Horsted Keynes, Dane Hill, 
Chelwood Gate, Worth, Scaynes 
Hill, Staplefield, Handcross, 
Slaugham, Twineham, New- 
timber, Poynings, Fulking, 
Wivelsfield, Plumpton, East Chil- 
tington, Chailey, Newick, Streat, 
Westmeston, Brighton, Hove, 
Lewes and the County of Sussex 
generally, also in London. Phew! 

This journal has evidently high 
regard for tradition, but to repeat 
under its title head what looks 
like a chunk of Bradshaw seems 
hardly the best way of emphasis- 
ing how wide an area is covered. 
Why not a map? The suggestion 
is made quite seriously. Many 
weeklies would do well to liven 
up their title heads. Nothing looks 
more peculiar than a_ virile 
modern front page, topped by 
Old English, with a quaint Coat 
of Arms. 


Dancing Into 
The Ad. Columns 


The writer has commented 
before on the effervescent anxiety 
of cinema managers to persuade 
local papers into tie-ups, and has 
cautioned that such co-operation 
should be given only in cases 
which are especially suitable. 
There are many. Occasionally a 
film has a title which lends itself 
to a composite page of advertise- 
ments. Betty Hutton’s film “Let's 
Dance” provided the Burnham- 
on-Sea Gazette and Highbridge 
Express with one such oppor- 
tunity. Traders co-operated on 
the Let's Dance theme, even if 
readers were only urged to dance 
along to the provision dealers. 
One effective advertisement in 
this feature was a six column 
strip, with a musical score in the 
background and the promise. 
amid its quavers, of a dividend 
On all purchases at the local Co- 
op. This strip was introduced as 
the Co-op tune. The layout of 


the page was a good example of 
how ingenuity can go hand-in- 
hand with a pleasant relationship 
with the cinema. 

Less happy was the association 
of the Bootle Herald which ran 
a colour-in contest for youngsters 
in connection with a film showing 
at a local cinema. Age groups 
for the competition were from 
5-8 years, 8-11 years and 11-14 
years. With crayons or water 
colour they had to adorn a line 
picture advertising the film. At 
bottom it is not a bad idea, but 
when the picture is of United 
States marines storming ashore 
under battle conditions and the 
film is “The Sands of Iwo-Jima” 
the idea of colour by five-year- 
olds, who were only a gleam in 
their father’s eye at the time of 
the battle, seems a little incon- 
gruous. Admittedly, the design 
for colouring occupied a 10 in. 
triple, but the Bootle Herald can 
(and invariably does) do much 
better than this. 


Pleasing Ladies 
—And Readers 


A good example of a successful 
tie-up was given in the Crosby 
Herald featuring the film “To 
Please a Lady.” Everyone from 
decorators to florists and jewellers 
recommended their wares as “cer- 
tain to please a lady,” while 
another excursion into mythology 
provided the accompanying 
editorial. This recalled the 
dilemma of Paris when he had to 
present the golden apple to the 
fairest of three ladies. 


* * »* 


The atmosphere of those happy 
days when Britain’s spirits were 
high and income tax was low was 
recaptured when the Croydon 
Times staged its annual Gay 
‘Nineties Ball. It was a night of 
gaiety in which the worries of this 
so-called modern age were for- 
gotten for an hour or two. 

Started four years ago by Mrs. 
E. B. Hatch, managing director f 
the Croydon Times, the Ball has 
now becorne a tradition and has 
established itself as the outstand- 
ing event in Croydon’s social 
season. 

The Ball fulfils a double pur- 
pose, for it provides an evening 
of enjoyment for severa] hundred 
people from Croydon and the sur- 
rounding districts and. at the 
same time, helps a worthy cause. 
This year, £150 was raised for 
Croydon Darby and Joan Club. 

In between dances there was 3 
breezy commentary by Mr. 
Freddie Grisewood, of the B.B.C. 

Many of the dancers were in 
costumes of the Gay ‘Nineties 
period and prizes worth £100 
were awarded for the best. 

* ~ - 


One hundred and sixty layouts 
and 660 slogans were received in 
an “Advertising Clacton” compe- 
tition sponsored jointly by the 
Clacton publicity campaign com- 
mittee and the East Essex Gazette. 
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COMMERCIAL AID PRINTING SERVICE 


Offer the complete 
Varityping Service 


@ Setting for Photo Litho. 

@ Direct Plate Setting for Multilith and Rotaprint users. 
@ Lithographic Duplicating. 

@ Photo Litho Printing. 


Equipped to execute ali stages of | prepared to undertake any phase 


Varityper, Lithographic Printing | 
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3 RATHBONE ST w.i 


of the process for firms with their 


own equipment. 


MUS. 0653, 4103 


Design, Copywriting, Print, 


ASTRAL ARTS GROUP LIMITED and Associated Companies 


245 VAUXHALL BRIDGE ROAD, S.W.1 


* 


DESIGN FOR SELLING 
* 
Please contact Group Director, W. Warner 


* 


Display & Photography 
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George Miall, Arthur Lambert, Percy Millward 
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Advertising Analysis 


by LONDON REP. 


In this month’s edition of his review of advertisements 

carried by local newspapers, our contributor pin- 

points latest trends: seasonal increase in auction sale 

notices, development of spring campaigns and a 

revived National Savings drive. After a slow start at 

the beginning of the year things are warming up in 
the weeklies, 


TPIHE weeklies are carrying 
| pl advertising now than 
they were earlier in the year. 
After a slow start, things are 
gradually warming up, and more 
widespread schemes are in 


| Operation. 


Then there is spring advertising, 
the usual seasonal increase in 
auction sales, and the re-starting 
of the National Savings campaign, 
featuring the new 15s. certificates 

Two other interesting new cam- 
paigns are those for Farmer and 
Stockbreeder and also Farmer's 
Weekly, both of which are in 
numerous weeklies in agricul- 
tural areas. 


New Advertisers 
National Savings Committee, 


| 8 in. d.c. and smaller throughout 


the country; Littkewoods Home 
Shopping Clubs, 8 in. dic. and 
smaller in large list; Greens 


“Ranger” Gang Mowers, 4 in. d.c. 
in county and selected weeklies; 
Adco (for washing), 6 in. d.c. 
localised copy in Lancashire; 
U.R.A., 4 in. dic. in Midlands 
area; T.E.G. Pickles (Gallagher 
& Sons), 4 in. d.c. in Lancashire 
weeklies; Bush Television, in 
Midlands area; Scott's Porage 
Oats, 6 in. dic. and 8 in. dic. in 


| Midlands; H.M.V. Television, in 


Midlands and in South; “Calor” 
Gas, gradually increasing cam- 
paign in country areas with local 


| stockists named underneath. 


The Intimate Link | 


YOU and YOUR PRODUCT ARE 


| media; 


Royal Baking Powder, 6 in. 
triples in West country; Lifeguard 
Household Paints, 6 in. dic. in 
selected areas including local 
stockists details; Alabastine, 3 in 
d.c. in West Midlands; Govern- 
ment of Australia, localised space 
for metal and _— engineering 
workers; Hollamby’s Products, 
8 in. dc. and 4 page in some 
South-Eastern papers; Drages 
Furnishing, localised furniture 
exhibition displays in South-East; 
Crufts Dog Show, two doubles 
in Home Counties weeklies; 1951 
British Furniture and Allied 
Trades Exhibition, 4 in. dic. in 
London and Home Counties; 
Daily Mail \deal Home Exhibi- 
tion, 4 in, d.c. in large list Home 
Counties papers; Classic Skirts, 
4 in. dc. in selected weeklies; 
Carters Tested Seeds, 3 in. d.c 
spring campaign in_ selected 
Prudential Assurance, 
6 in. d.c. “Ask the man from the 
Prudential” copy (easily caught 
the eye); Stergene, 8 in. d.c. now 
in Lancashire weeklies; Sweet 


Briar Flake, 3 in. d.c. in Derby- 
shire weeklies; Winner Blue Label] 
Tobacco, 4 in. dc. in general 
media; Ansties Brown Beauty, 
>. in Hertfordshire week- 
Parkinson Renown Gas 
Cooker, 6 in. d.c. in South-East; 
Dento (for dentures), widespread 
campaign. 

Firestone Tyres, 6 in. dic. in 
selected weeklies; Dunlop Tyres, 
6 in. dc. renewed in large list 
weeklies; Kolynos Denture Pow- 
der and Fixative, separate 4 in. 
s.c. for both products in West 
Midlands and elsewhere; Harlene. 
6 in. s.c. in Lancashire; Holiday 
Resorts: Blackpool, Llandudno, 
Herne Bay, Douglas, Squires 
Gate Holiday Camp. 

Publisher Advertising 

Home Making (quarterly), No. 
1 of new Kemsley periodical 
widely publicised; Poultry 
Farmer, in Lancashire weeklies; 
Farmer & Stockbreeder, 3 in. d.c.. 
6 in. dc. and 11 in. triples in 
agricultural areas; Farmer's 
Weekly, 8 in. d.c. in many areas; 
News Chronicle, 8 in. dic. on 
China Brains Trust conducted by 
Vernon Bartlett; Star, 8 in. dic. 
announcing Maurice Gorham on 
T/V and Radio, and 6 in. dc. 
and 11 in. triples announcing Life 
Story of the Duchess of Windsor. 


Renewals 

Aspro, regular weekly adver- 
tiser using 8 in. d.c. in big list; 
Lactifer (Thorleys), back again in 
some selected areas; V.P. Wine, 
4 in. d.c. in again after a big re- 
Christmas campaign in weeklies. 
Present advertising in West 
Country; Vita Cup, in Derbyshire 
weeklies; Achille Serre, 4 in. d.c. 
supporting local branches in 
numerous weeklies, 


They Claim The 
Biggest Guide 


What is claimed to be the 
largest holiday guide published 
this year by any British resort has 
been issued by Llandudno Pub- 
licity Association. It contains 160 
pages, 20 more than last year, in- 
cluding a full-colour section and 
over 60 photographs. 

It is printed by Richard 
Whewell (Bolton) Ltd., written 
and designed by F. W. Jefkins, 
publicity manager, with cover 
design and special artwork by 
Good Publicity Ltd., and other 
artwork by Tattersall Advertising 
Ltd. 
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NEW BOOKS REVIEWED 


Advertising 
Psychology 


Advertising Psychology and Research 
by Darrel Blane Lucas and Steuart 
Henderson Britt (McGraw-Hill, £2 15. 6d.) 

Designed as a textbook for use 
in colleges and business schools. 
this notable volume will also be 
of great use to practitioners in 
advertising and research. Because 
it is comprehensive, they will 
already be familiar with some of 
its lessons, either theoretically or 
empirically, but as a summary of 
the psychological “attack” of ad- 
vertising it would be hard to beat. 

Psychological objectives, adver- 
tising appeals and copy themes, 
alternate techniques of presenta- 
tion, mechanical factors affecting 
advertising, measurement of ad- 
vertising effect, and evaluation of 
media audiences, provide its main 
lines of investigation. The ques- 
tions, exercises, and glossary will 
be found useful. 


Putting A Good 
Face On It 


Photographic Make-Up, by 
Emerald (Fountain Press, 17s. 6d 

This will appeal strongly to two 
publics: its ostensible one, com- 
prising make-up men and profes- 
sional and amateur  photo- 
graphers; and many members of 
the genera] public. Detailed 
descriptions and series of photo- 
graphs show the alterations (and, 
occasionally, improvements) that 
women can inflict on their faces, 
and the astonishing transforma- 
tions which the make-up expert 
can effect in actors’ and aciresses’ 
appearances. 


Jack 
) 


Who’s Who In Irish 
Industry 


O'Neill's Commercial Who's Who and 
Industrial Directory of Ireland, 195! 
(Parkside Press, Dublin, 21s.) 

This directory covers the whole 
of Ireland—Northern and Eire- 
conveniently classifying every 
industrial and commercial! 
activity. One of its four main 
sections is devoted to advertising 
and the Press. Importers and ex- 
porters are among those who wil! 
put this reference book to a good 
deal of use. 


IN BRIEF 

A Book of Alphabets, by John 
Tarr (Pitman 3s. 6d.) shows, in a 
series of plates, each devoted to 
one letter, an example of the 
letter from Trajan’s Column in 
Rome, together with basic sans- 
serif, Modern (Bodini) and Old 
Face (Bembo) roman and italic, 
“black letter,” and English round 


hand; followed by examples and 
explanations of twelve well 


known type faces. 
attractive and interesting little 
book. 

* * * 


News of the 
Annual (2s.), by “Pegasus,” fol- 
lows about twenty articles on as 


many aspects of racing, with 
facts about trainers, owners, 
jockeys, etc., a guide to race 


courses, and the 1951 racing pro- 


gramme. There are many illus- 
trations. 
* * * 
Cope's Racegoers  Encyclo- 


pedia, 1951 (Cope’s Publications 
Lid.. 2s. 6d.) features many 
articles, generously illustrated, 
about horses and the men who 
own them, train them, and ride 
them, and about past triumphs 
and future fixtures. 


* * * 


British Motor Cycles of the 
Year 1951 (Stone & Cox Ltd., 
3s. 6d.) illustrates and gives speci- 
fications of every make of British 
motor cycle. Will delight the 
“fans.” 

* *” * 


The lronmonger Diary and 
Hardware Buyers Guide, 1951, 
supplied inclusively to sub- 
scribers to The Ironmonger, gives 
much information on_ British 
standards. export credits, trade 
mark registration and many other 
questions. 


* * * 


Office Organisation and 
Management, by F. Shackleton 
(Pitman, 6s.) continues the 
“Printing Theory and Practice” 
series. In some seventy pages, 
the author competently discusse: 
office machines and the efficient 
Operation of estimating, costing, 
accounting, secretary's, and 
registrar's departments of printing 
businesses. 

* * * 


The Gas Journal Calenaar and 
Directory, 1951 (Walter King 
Ltd., 25s., free to Gas Journal 
subscribers) comprises a directory, 
handbook of gas works practice, 
and a buyers’ guide. The second 
half of the book consists of ad- 
vertisements. 


* a * 


Gown and Mantle Directory 
(Kemp's Commercial Guides Ltd.. 
Ss.) lists branded wear and 
classifies London and provincial 
firms according to products. 


* * * 


Inn Crafts And Furnishings 
(latest in the Whitbread Library, 
5s.) describes the work of genera- 
tions of English craftsmen in 
wood, leather, glass, pewter, iron 
and bronze to furnish our inns, 
and contrasts it with fittings pro- 
duced by machinery to-day. 


A most | 


World Racing 
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ADVERTISER'S WEEKLY 


ORE AND more British 
advertisers are buying 
air time in overseas sponsored 
radio. My authority for this 
is Harry 
Alan Towers, 
who recently 
returned 
from a four 
weeks’(!) 
round - the - 
world trip 
during which 
he visited 
many _ terri- 
tories where 
Towers” cf 
London pro- 
grammes are 
now _ being 
broadcast. 
He found 
that Radio Ceylon, operated by 
the Ceylon Government, is not 
only broadcasting over its 100-kw. 
shortwave transmitter to India, 
Pakistan, and S.E. Asia, but has 
now opened up a new medium- 
wave domestic commercial ser- 
vice. Harry's “London Play- 
house” series, sponsored by 
Liptons Tea, is the first English 
language featured programme to 
be broadcast over these trans- 
mitters. As a result of his visit, 4 
number of other big-time shows 
will now be available for spon- 
sorship in this territory. 
Towers of London programme 
series at present on the air in 
Australia include: The Gracie 


H. A. Towers 
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Mainly Personal— 


By CONTACT 


Fields show, sponsored by 
Wrigley’s through J. Walter 
Thompson; the Charlie Kunz 
show, sponsored by Liptons; and 
the new “Much Binding,” by 
Aspro. 

Commercial broadcasting in 
New Zealand is a Government 
service, and most Towers of Lon- 
don transcriptions are already 
sold and scheduled on this service. 
All programmes are bought by 
NZBC and resold to sponsors; 
current sales include “Much 
Binding” to Colgate-Palmolive. 

The American premiére of the 
Gracie Fields show took place in 
New York two weeks ago. It ‘s 
being sponsored there, and in 
many other cities in the Eastern 
United States, by Hovis Bread. 

Harry may not exactly look 
like a _ high-powered business 
tycoon. But it’s achievement that 
counts! 


* * * 


CAPTAIN'S Day, the Aldwycn 
Club Golf Circle’s first meeting 
of the year, is to be held at 
Hendon on April 19, Jack Rafter. 
the Circle’s hon. secretary, tells 
me. This year's Captain, Alfred 


KENT 
MESSENGER 


Craske, one of the oldest mem- 
bers, has given all the prizes for 
the 18-hole bogey competition in 
the morning; and the Glasgow 
Herald Foursomes Trophy will be 
played for in the afternoon. 

The Circle are having an in- 
novation this year in the form of 
a knock-out competition, starting 
in April and finishing in Septem- 
ber. President’s Day will be held 
at West Hill on October 3. 


* * * 


WHEN, early in 1948, Leon 
Goodman resigned the presi- 
dency of the Display Producers’ 
and Screen Printers’ Association, 
which he had held for eight 
years, I wrote that his successor, 
Winstan Gordon, would have no 
easy task in following in his 
footsteps. 

But Leon would, I know, be 
the first to agree that he has 
acquitted himself nobly. 1 
heard nothing but praise for 
Winstan’s -speech at the Asso- 
ciation’s dinner the other even- 

ing; it justi- 
wee fied Shaw's 
>) contention 
that con- 
viction is 
the essence 

5 of style. 
. As soon 
» as I looked 
at the toast 
list and 
noted the 
oO rganisa- 
tions repre- 
sented 
among the 

speakers 
the Adver- 
tising Association, LI-P.A., 
1.S.B.A., the exhibition contrac- 
tors, and the master sign makers 
—I had a hunch that we were 
going to be treated to something 
a little out of the ordinary; and 
I think it will be agreed that 
Winstan’s call for closer liaison 
with other advertising bodies on 
matters of common interest, for 
a joint industrial council, and 
for a code of standards for the 
display, exhibition, and silk 
screen print people, definitely 

comes in that category. 

Moreover, his speech and the 
nature of the replies gave me the 
impression that these ideas will 
not remain merely a pious aspira- 
tion, but that something will ve 
done about them. 


* * * 


THAT THE Ideal Home Exhi- 
bition will easily top the million 
attendance mark is the opinion 
of P. J. (“Dick”) Moss, its house 
manager. He should know, he 
has been in the Mail's exhibition 
department from 1920. Press 
advertising for the Ideal Home. 
its outdoor publicity, and the 
collating and make-up of the 


Winstan Gordon 


This portrait of Sir Frank 
Newnes by Frank Eastman is to 
be shown at the “Men of Free 
Enterprise” Portrait Exhibition, 
1951, to be held at the Hans 
Galleries, Duke Street, London, 
May 3—September 29. 


catalogue are among his special 
“pigeons.” 

“Dick's” father was the well- 
known Percy J. Moss, who was 
sports editor of the Daily Mirror 
and Sunday Pictorial for many 
years and who died last year at 
the age of 81. His father, John, 
was the Daily Telegraph sports 
editor for a while. 


* x * 


1 HAVE heard some tributes t» 
advertising in my time but few 
more to the point than that paid 
by H. P. E. Mears, president of 
the Cinematograph Exhibitors’ 
Association, at the annual 
luncheon of the Association of 
Specialised Film Producers the 
other day. “We owe a debt of 
gratitude to the screen advertis- 
ing group,” he said, “because if 
it weren't for them—and .some 
ice cream occasionally — we 
shouldn't be here.” 

It must not be imagined that 
ours is the only industry in which 
appeals for unity are heard. 
After Frank Hoare, the A.S.F.P. 
chairman, had uttered one. 
Mears came back with: “I'm all 
in favour of harmony, but I do 
want to know who js going to 
play the harmonium!” 

Hoare pleaded that the three 
sides of the industry—producers. 
exhibitors, and renters—should 
settle their own differences in- 
stead of “rushing off to White- 
hall. I suggest that this antagon- 
istic thinking in the long run gets 
you nowhere.” Wise words! 


WEEKS WISECRACK 


**Spiv & Co. want an ad. 
with a new twist in it !” 
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More News From The Clubs 


‘Irish Industries Should 


Advertise More’ 


More imagination is needed in Irish advertising, said Mr. Frank 
Hugh O’Donnell, honorary {secretary ‘of the Federation of Irish 
manufacturers, speaking in Dublin on the Irish industrialisation 


policy as it affected adver- 
tising and publishing, at a 
meeting organised by the Irish 
Advertising-Press Club. 

Mr. O'Donnell, who is also 
a member of the Council of the 
Publicity Club of Ireland, said 
that Irish advertising agencies 
had failed to sel] their services to 
the manufacturers. The majority 
of Irish industries were small 
units and most of the people 
controlling them had no know- 
ledge of advertising and its 
advantages. Certainly Irish 
manufacturers did not advertise 
as much as they should. 

Mr. J. W. Tate. managing 
director of Arks Ltd.. com- 
mented that many Irish products 
were excellent, but manufac- 
turers did not tell the public 
about them. The country 
produced first-class mewspapers, 
and the Irish advertising agents 
could hold up their heads with 
the best agencies in the world. 

Mr. Sean Lemass, managing 
director of the Jrish Press, con- 
sidered that even if open markets 
existed at the present time they 
would mean little difference io 
the volume of advertising. It 
would, however. be a_ short- 
sighted policy for Irish manu- 
facturers to regard prevailing 
conditions as an excuse for 
cutting out even the limited 
amount of advertising which they 
placed at the present time. 


Leeds 
The Threat To 


Our Defences 


There was a good attendance 
at a luncheon meeting of the 
Publicity Club of Leeds when 
Mr. W. J. Brown, spoke on: “The 
Threat to Our Defences.” In the 
course of a most interesting 
address delivered in his usual 
forthright manner, Mr. Brown 
told the gathering that if the 
next election should produce a 
further urge towards nationalisa- 
tion, he thought this country was 
going to slither steadily downhill. 


Nottingham 


World Will Want 
Our Cars 


“The popularity of British cars 
in world markets is such that the 
world will look more and more 
to Britain than to the United 
States for supplies in the future,” 
Mr. J. C. Y. Houghton, sales 
promotion and public relations 
supervisor, export division, Ford 
Motor Co.. Dagenham, told the 
Publicity Club of Nottingham. 


North Wales 
GROUPS PLAN 


The annual meeting of the 
Publicity Club of North Wales 
was held at the Central Hotel, 
Colwyn Bay, the Marquess of 
Anglesey presiding. 

Officers elected were: Arnold 
E. Jones, managing director, 
Good Publicity Ltd., Colwyn 
Bay (chairman), R. L. Hutton, 
manager, Westminster Bank, 
Colwyn Bay (treasurer); F. W. 
Jefkins, publicity manager, Llan- 
dudno (secretary). 

A composite resolution, pro- 
viding for a measure of decen- 
tralisation, was passed unani- 
mously. Groups will now be 
organised in the Wrexham area: 
the Rhyl, Prestatyn and Aber- 
gele area; and the Colwyn Bay, 
Llanduno and Conway area. The 
Club Council will organise 
annual events in each area, and 
will also appoint area organisers. 


Hull 


Exhibits Were Of 
High Tone 


There was an_ exceptionally 
high tone in the Exhibition held 
in conjunction with the Hull Pub- 
licity Club's Silver Jubilee Con- 
ference. All exhibits were the 
work of the local club members. 
Some fine specimens of process 
work were submitted by the City 
Engraving Co., Ltd., Service En- 
graving Co.; and Kings Town 
Engraving Ltd. Printers were 
represented by A. Brown & Son 
Ltd. and A. B. Walsh Ltd. Black- 
burn Aircraft and J. H. Fenners 
had very impressive displays. 
Agency work was to the fore 
from Morisons Press Agency and 
Harveys. 

The hon. organiser of the Con- 
ference. Mr. J. W. Hallowell, had 
a display of his work, including 
seven books, 18 rag magazines, 
humorous cartoons for menus, 
etc., and one of the “Birds of the 
Press.” A novel exhibit was a 
copy of the 1926 strike editions 
of the North Cheshire Herald, 
of which paper he was then 
retail advertisement manager. 


Newcastle 


‘Make War Impossible’ 


“The English-speaking peoples 
have sufficient control of raw 
materials to make war impos- 
sible,” Mr. Alfred Edwards, pros- 
pective Conservative candidate 
for Newcastle East. told New- 
castle Publicity Club. 


Js 


(NEWS) 
OPSA DATA 


CAIRO 
AL MISRI has announced new 


Rates, as from March |, for inser- 
tions on Pages 4, 5, and the back 
page. Details on request. 


Pages 4 and 5 give the main news 
events, commentary and late 
night cables. The back page 
carries the most interesting 
daily * features "’ 


AL MISRI circulation figures for 
the 6 months ending December 
31, 1950, are : 


Average daily total 102,351 
Average Daily Net Sales 99,727 


All Particulars on Middle East Press frou 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY [°° 

0 Fleet St.London.EC4 Cen. 549467870 


S.AR 


1881-1951 


Seventy Years 
of 
Service 
to 
Readers 
and 


Advertisers 
The 


MIDLAND 
TRIBUNE 


Certified A.B.C. Net Sales 
EMMET ST., BIRR, OFFALY, IRELAND 


RENART 


STUDIO LTD | 


EALING 3362 
o Ce 


Advertisement 
London, E.CA 


SCREEN PRINTING (‘ciovens 


ADVERTISER'S WEEKLY 


Bath 
turned 
upside down 


New kinds of people 
have come to the top 
in the 


hurly-burly of modern 


times. Growing industries and 
the coming of the Admiralty have 
brought a large population of >ll 
ages and incomes to Bath, making 
its population a complete cross- 
section of the English market. 


Reaching them is easy. The 
Bath Chronicle with a nightly 
circulation of 36,000—14 copies 
for every house in the city—gives 


you a positive ‘blanket’ coverage. 


9/- per s.c.i. is all it costs you 
to make certain of reaching every 
part of this compact microcosm 
of fashionable, professional and 
industrial Britain—not 
Bath, but in a wide area of 
Somerset and Wiltshire, centred on 
Trowbridge, Chippenham, Devizes, 
Radstock and Keynsham. 


only in 


You're selling to Britain in miniature 
if you're selling to Bath—through 
the BATH & WILTS CHRONICLE 
& HERALD 


st The ONLY evening paper printed in 


Somerset. Get full details from: The 
Manog-r, 134 Fleet Street, 
6 


Tekphone : Central 2767. 
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ADVERTISER'S WEEKLY 


ADVERTISING ana 
MARKETING 
LIMITED 


are booking space in 


on tehalf of 


CHERRY-BURRELL 


LTD. 

(for Dairy, Ice Cream and 

Liquid Food Processing Equip- 

ment of World repute.) 

CHERRY-BURRELL LTD. 
consider FOOD MANUFACTURE 
a powerful and valuable advertising 
medium. 


FOOD MANUFACTURE 


17 Stratford Place, London, W.I 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


7 specialised monthly 
journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


TECHNICAL 


GROUP 


MANUPACTURING CHEMIST 
PETROLEUM-—PIBRES 
PAINT MANUPACTURE 

WORLD CROPS—ATOMICS 
FOOD MANUFACTURE 

CHEMICAL ENGINEERING 
POTTERY AND GLASS 

BUILDING DIGEST 
MUCK SHIFTER 


All published at 
17 Stratford Place, W.1 
Specimen copies on request 


$22 


CURRENT ADVERTISING 


Big Schemes For 


“Hax Juice of Real Lemons” 
was launched by Edward Hack 
Lid. at a party at the Ritz Hotel, 
last week. ‘The product is neat 
lemon juice packed in a sprinkler 
top bottle, the advantage being 
that there are no lemons to 
squeeze, no waste, and no deteri- 
oration in stock. It retails at 
one shilling. The product will 
be nationally advertised. Agents 
have yet to be appointed. 


NEW_ ACCOUNTS 


To Gee Advertising Ltd. 
(Leicester): Adam Line Ltd., 
Leicester, sole concessionaires in 
the U.K. for Bellin’s Wonder- 
stoen (dry method hair eraser), a 
pre-war product which is to be 
revived in this country. 

To John Halifax Ltd. (Leices- 
ter): J. W. Woolley & Co. (Tam- 
worth) Ltd.. manufacturers of 
farm and dairy equipment (agri- 
cultural Press).—Simpsons of 
Whetstone, dealers in industrial 
waste (general Press and trade 
journals). 

To Sandbrook, Metcalf & Co., 
Ltd. (Smethwick): Ionic Plating 
Co., Ltdj (technical Press includ- 
ing two colour pages).—Hifi Ltd., 
wireless transformers and elec- 
tronic equipment manufacturers 
(wireless and electronic Press).— 


FESTIVAL SOCKS 


Jaeger & Co. Ltd. are intro- 
ducing “Festival 1951” socks. 
They have been chosen for 
display at the Festival. Adver- 
tising plans have yet to be 
finalised. Agents for Jaeger 
are Colman, Prentis & Varley 
Ltd. 


Monks & Crane Ltd., twist drill 
and small tool distributors (tech- 
nical Press). 

To Magazine Advertising Ltd.: 
E. & F. N. Spon Ltd.. scientific 
and technical publishers. 

To Dudley Turner & Vincent 
Ltd.: British Rayon & Synthetic 
Fibres Federation (further educa- 
tion propaganda to follow pre- 
liminary campaign now running 
in trade Press). 

To Auger & Turner Ltd.: Nutt 
Engineering Co. Ltd.. makers of 
Hayn lawn mowers (national and 
local Press). Dex of Middlesex, 
makers of Weedex Butane gas 
cquipment and Metlgard rust re- 
mover (trade Press). 


ACCOUNTS MOVING 


To Auger & Turner Ltd.: 
Ceretti & Tanfani Ropeway 


Co., Ltd. (trade Press).—United 
| British Caravan Co., Ltd. (pro- 
'-vineial and trade Press). 


Lemon Juice Introduced: Jaeger 
Bring Out ‘Festival 1951’ Socks: 
Films And Drinks 


NEW_ CAMPAIGNS 


For Ilford films in national 
dailies and Sundays, London 
evenings, Radio Times, weekly 
magazines, including full colour 
pages in Picture Post, Illustrated, 
and John Bull, children’s papers 
such as Scouter, Guider, Boys 
Own, posters on London under- 
ground, buses, hoardings, and 
commercial films. For Weingar- 


ten Bros. corsets, in national 
dailies and Sundays, fashion 
magazines _ including Vogue, 


Harpers Bazaar. Agents: Everetts 
Advertising Ltd. 


% Son 
for 
Faster Cards 
Presents 


and 


This saucy looking new hatched 
chicken is the keynote of the 
Easter advertising of W. H. Smith 
& Son. It has appeared in 
women's and illustrated maga- 
zines including “Punch,” 
“Women's Own,” “Illustrated,” 

and “John Bull.” 


For Pedigree prams. Cam- 
paign includes half-page Picture 
Post. Agents: Colman, Prentis 
& Varley Ltd. 

For Readi cake mix, produced 
by the British Doughnut Co., 
Ltd., opening early in May with 


half-page Daily Express. Other 
media to be _ used _ includes 
national Sundays, women’s 


magazines, Radio Times, provin- 
cials, trade Press. A weekly 
radio programme’ has __ been 
booked on Radio Luxembourg. 
Display material is being pre- 
pared- for retailers. Agents: 
Mather & Crowther Ltd. 

For Propert Ltd. Propert shoe 
cream and white renovator in 
Radio Times throughout the year. 
For the first time advertising for 
Probert’s suede cleaner wil] ap- 
pear in Women's Own and Glas- 
gow Bulletin. Quarter pages have 
been booked in Riding for the 
re-introduction of Propert’s 
saddle soap. Agents: London 
Press Exchange Ltd. 

For Bertram Mills Touring 
Circus in provincial Press. Book- 
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ings will continue until late 
autumn. Agents: Greenly’s Ltd. 


For Stower's lime juice in illus- 
strated weeklies including Punch 
and Tatler, Agents: George 
Murray (Advertising) Ltd. 


More Variety 


A national campaign for 
L. Rose & Co. Ltd., fruit 
squashes, will be launched 
next month by Graham & 
Gillies Ltd. In addition to 
Rose’s lime juice cordial there 
will be for the first time an 
additional campaign for 
Rose’s orange, lemon and 
grapefruit squashes. 


For Alice Edwards Ltd. 
(fashions) in Daily Express. 
Agents: Conroy Wykes Advertis- 


For Gale's honey, made by 
Joseph Farrow & Co. Ltd., in 
nationals, Radio Times, and 
women’s magazines. Agents: J. 
Walter Thompson Co. Ltd. 

For Robinson's squash in 
nationals and periodicals. Colour 
and monchrome is being used. 
For Cvdrax. Whiteway’s non- 
alcoholic drink, has returned to 
the market and will be exten- 
sively advertised in the national 
and provincial Press. Agents: C. 
Vernon & Sons Ltd. 

For Shell petrol in nationals 
and provincials. The ads. will 
include clerihews in which 
various makes of cars will be 
mentioned. They are designed 
bv Barnet Freedman. Acents: 
Colman, Prentis & Varley Ltd. 


Seal For Fruit 


Juice 


The Gold Seal Certificate of 
the Good Housekeeping Institute 
has been awarded to Gold Cup 
Jaffajuce which already holds 
the certificate of the Institute of 
Hygiene and Public Health. 

A summer campaign for Jaffa- 
juce, covering six months, has 
commenced in selected maga- 
zines, supported by trade cam- 
paign. Agents: Greenly’s Ltd. 


A Postcard From 
Paris 


A novel promotion _ shot, 
printed and posted in Paris and 
announcing a_ special enlarged 
Paris Aero Show issue of Aero- 
nautics in June, is now being 
received by prospective adver- 
tisers in this country. It is a 
typical Continental picture post- 
card, bearing a French postage 
stamp and showing an aerial view 
of the Eiffel Tower. 


All advertising for the follow- 
ing subsidiary companies of the 
Lilley & Skinner Group (includ- 
ing “Lily” shoe publicity) is now 
centralised at head office: Lilley 
& Skinner (Retail) Ltd., Lilley & 
Skinner (Wholesale) Ltd., Lilley 
& Skinner (Store Group) Ltd., 
Fantom Display Ltd., and Fitall 
Shoe td. 
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‘World Railways’ 
Is Launched 


The Lord Mayor of London 
(Ald. Denys Lowson) was a guest 
at a cocktail party given by 
Sampson Low, Marston & Co., 
Ltd, to launch World Railways, 
a companion volume to Jane's 
Fighting Ships and Jane's All the 
World's Aircraft. The book con- 
tains over 600 pages (124 in. x 
8} in.) with more than 1,200 illus- 
trations including maps, photo- 
graphs and dimensioned line 
drawings of locomotives and 
rolling stock. It is divided into 
six geographical areas: North 
America, South America, Europe, 
Africa, Asia and Australasia, It 
is expected that new editions will 
be brought out from time 80 time. 


The Soring Books number 
(March 17) of the New States- 
man and Nation establishes a 
new record, for substantially 
increased trade orders have 
necessitated a printing of well 
over 97,000 copies—the highest 
yet in the history of the paper. 
Publishers’ announcements, of 
course, predominate in the 
advertising, all available space 
having been reserved for some 
weeks past. 

_ . 

John Bull is to publish a most 
unusual series of articles in three 
parts commencing with the issue 
of March 24. It is the personal 
story of a young Epsom girl who 
went to Canada and married a 
Red Indian brave. It tells of her 
struggles as a “White Sauaw.” 

* * * 


Office Girl, the second full- 
scale special publication to be 
~ issued by the News Chronicle in 
connection with a £2,000 com- 
petition will appear on April 16, 
price 9d. It has 36 pages and is 
attractively produced with a 
full-colour photo-cover and is 


liberally illustrated. The central 
feature is a double-page spread 
giving details and conditions of 
entry for a popular Office 
Efficiency Competition. ° 

* - 

There are many features in the 
new Lilliput of interest both to 
readers and advertisers. Now in- 
cluded are reviews of current 
plays and films. For the adver- 
tiser, production speed-up means 
a shorter copy date—for the May 
issue, for example, copy can be 
received up to April 1. Advertis- 
ing rates remain unchanged apart 
from a reduction of £25 per page 
for four-colour advertisements 
which will be printed letterpress 
on art paper. The introduction of 
gravure printing and a new 
editorial and advertisement make- 
up allows for greater flexibility 
and better positions for adver- 
tisers. There is now editorial 
matter on every double spread. 

- * +. 

Exclusive pictures of Brumas. 
taken by Head Keeper Bruce 
Smith just after she was born, 
are special features of the new 
Pitkin publication Bringing Up 
Brumas. 


* * - 

On March 29, Temple Press 
Ltd., will publish The Motor 
Year Book 1951, and a new 
annual Motor Cycling Year 
Boo 1951, which is compiled 
on similar lines and covers sport- 
ing events and records, technical 
reviews, road tests and general 
touring topics. 

* * * 


The Sunday Dispatch’s Jack 
Boulder Australian Football 
Guide will contain Australian 
League tables, team-by-team 
results of last season’s matches, 
an analysis of prospects for the 
coming season, pictures of 
Australian footballers and per- 
sonalities. 


Legal and Gazette 


Jack Aan Ciarx, J P., 
Road. NW i 
National Press A L 
Willesden in 1945. who d! Decem 
ber 15. inves‘ate. aged 49. left. ELL in. 

7s. net value. 

Brown Duws.op. Dunselma, 

Ayrshire. formerly of Duke 

Street. Kilmarnock. printer, publisher and 
Newspaper _proprictor. 
Dunlop & Drennan, 
Kilmarnock Standard, 

. left personal estate in 

“— Scotland valued at 


Hardinge 


Huseerr Witttam Pret. Gernon Road, 
Letchworth, Herts., formerly for many 
years ed'tor of the Friend. the Quaker 
week'y naner, who c’ed on January 4 
last. aged 64. left £6.943 12s. 7d. gross, 
£6,382 8s 11d. net value. 


BANKRUPTCY PROCEEDINGS 
Georce ALFRED ALLEN. 71 Collere 
Avenue, Gillingham, Kent, former'y trad- 
ing at Broads‘airs Press, 15-17 High 
Street. Broadstairs. journeyman p‘inter. 
formerly master printer. Receiving Order 
and Order of Adiudication February 28 
H)ROLD Aan Boyce, carrying on busi- 
The Printing Consultants Co.. 

942 London Road. Thornton Heath 
Surrey, lately at Bouverie eon 154-160 
ect ndon. E.C.4, printing 
consultant. Public examination, April 19. 


DISSOLUTION OF PARTNERSHIP 
ALPERT BILLINGTON and SIDNEY ARTHUR 
“Victoria Printing 

. t erton, 
Staffs. printers, stationers and booksellers, 
February 28, 1951. All debts by 
Sidney Arthur Cooper who will continue. 


SON & WATTS LTD. 
2-4 EPWORTH $1.,LONDOM,E.6.2 
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EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 
STUDIOS, LIMITED 
72a Plough Rd., Battersea, S.W.Il 


Tel. Nos. Battersea 5300 & 4886 


George V 
Gillott Pens 
NOW AVAILABLE 
tee fonlend period. gps an 


ing specialists’ pens are immed- 
iately available:— 


DRAWING PENS: Nos. 290, 291 
and 1950. 


FINE STEEL PENS; 303, 170 and 
404 

All types ey. in}. dort 
gross boxes, or |2-carded with 
holder. 

Artists and™ Studio Managers 
are advised to carry a 
stock 


JOSEPH GILLOTT 
~ AND SONS LTD. 
Victoria Works, Birmingham, | 


London Cffice: 
28 New Bridge Street, E.c4 


on and after 


MARCH 27" 1951 
the address of the 


NEWSPAPER SOCIETY 


and 
Associated Organisations 
will be 
WHITEFRIARS House 
CARMELITE STREET 
Lenpon, E.C.4 
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SILK ay ARTS L® 


97 SHIRLEY ROAD. CROYDON 


ADOISCOMBE 


HIGHEST GRADE 
CLEAN & SHARP RY EXPRESS / 
CRAFTSMANSHIP DELIVERY 


DAYLIGHT GLOWING _ 


3147-86 
SPEEDY SERVICE 


IT’S 
DIFFERENT! 
IT’S 
E LEGANT! 


IT’S 
( hea Le 


a ) Way, 
aS h a ae P KAY F 


154-156 Fenchurch Street, E.C.3 
Man 2616 


OF GLOUCESTER.“ _ 
LONDON TEL: TRA 4277 


FOR 
WEEKLIES 


AND 


MONTHLIES 


consult 


G. F. TOMKIN LTD 


ays 


Day and Night 
PRINTERS 
501/5 Grove Green Road 
LONDON, E.!! Tel. LEY 1164/5 


Giants? 


' will like our new illustrated 
| icider abo about gant photographic 
: Ask for your copy. 


re pe. Brownlow Rd,W.13. Ealing 2691 3 
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ADVERTISER'S WEEKLY 


THAT the Newspaper Society 
has sent a telegram to Dr. 
Alberto Gainza Paz, proprietor 
of the Argentine La Prensa, 
expressing abhorrence of the 
methods which led to the suspen- 
sion of his publication. And 
* * * 


THAT the telegram urged the 
immediate withdrawal of ail 
restrictions and obstacles in order 


that the paper might resume 
publication. 
* - * 


THAT Marks & Spencer Ltd. 
have joined B.E.T.R.O. 
* » 


* 
THAT the Raymond gas cooker, 
which has been chosen for the 
Festival of Britain as “an out- 
standing example of contem- 
porary British invention, crafts- 
manship and design,” was shown 
at a cocktail party at the 
Dorchester last Thursday. 


THAT 
plaque 
Display Productions Ltd. and is 
the first of a series to be placed 


this three dimensional 
was supplied by Cook's 


on the sides of Carreras’ light 


vans. 


We Hear— 


THAT the wedding of George 
McIntyre McLean, advertising 
manager for British Ropes in 
Doncaster, and chairman of the 
Yorkshire Branch of the Incor- 
porated Society of British 
Advertisers, to Miss June 
Anstead, was arranged to take 
place at York yesterday. 

* * ” 
THAT, following a communica- 
tion from the Retail Trading- 
Standards Association, Dombey 
Fashions apologised in the 
advertising columns of the News 
Chronicle for advertising in that 
paper “wool” dresses which were 
composed of 50 per cent rayon. 

* * * 
THAT a former building inspec- 
tor has been appointed by Brent- 
ford Council to carry out a local 
advertising survey in connection 
with the Town and Country Plan- 
ning (Outdoor Advertising) Act. 

* * * 
THAT drink ads. are to be 
allowed on Corporation buses in 
Darwen, Lancs. 

* * * 
THAT a 
campaign to be launched in April 
aims at increasing the daily con- 
sumption of 63,000 gallons in the 
Dublin district. 


“Drink More Milk” 


x ADVERTISING MANAGER’S CORNER \ 
i 


Blues and Business 


No matter how much fun you get out of the 


race, there’s nothing to beat the thrill of finishing 


first. 


your organisation is pulling its weight. 


And you can only do that if every part of 


Unless 


you pack every available ounce into your final 


effort at the point of sale you run the risk of 


being pipped at the post. 


So don’t rest on your oars — call in Harris to 


coach you in making the vital spurt that will 


put you into first place. 


distinctive showcards, 


clever cut-outs by 


HARRIS 


THE 


FIRM WITH 


EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel : REG 3295-6 


THAT newspapers in Uruguay 
may be forced to suspend pub- 
lication for one week owing to 
the shortage of newsprint. 

* * . 
THAT design in industry is one 
aspect of the arts to be consi- 
dered by the Irish Arts Council 
to be set up under legislation now 
passing through the Dail. 

*~ * ” 
THAT on behalf of local govern- 
ment authorities throughout the 
country, the editor of The Muni- 
cipal Journal, D. 1. Harrison 
watched a ballot at the Festival 
of Britain office to decide the 
allocation of seats for civic 
leaders at the Festival opening 
ceremony at St. Paul's Cathedral 
on oes 


* * 


THAT these amusing Easter 
chickens were among = many 
featured in the windows cf 
Bentalls Ltd., Kingston-on- 
Thames. 

* * . 


THAT the Duke and Duchess of 
Gloucester visited the Short 
Brothers & Harland Ltd. stand at 
the Ideal Home exhibition. T. B. 
Browne Ltd. are the agents for 
Short Bros. 

* * * 
THAT Peter B. Coley has been 
to Dublin on behalf of a leading 
London firm of public relations 
consultants who plan to open an 
office in Ireland. 

* * * 
THAT the Duke of Gloucester 
presented awards at the 1951 
national boxing championships 
of thé Sea Cadet Corps, spon- 
sored by the Daily Telegraph at 
the Royal Albert Hall on Friday. 
Among those with him was 
G. P. Simon, general manager, 
Daily Telegraph. 

* * * 
THAT the development of 
design trends was discussed by 
Paul Reilly, chief information 
officer, Council of Industrial 
Design in “1851-1951: A Cen- 
tury of British Design,” a talk 
given at the Royal Society of 
Arts last week. 
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ADVERTISING 
DIARY 


March 21. 
INCORPORATED 

MANAGERS bate 

with Institute of Public Relations 


Wednesday, 
ADVERTISING 
ASSOCIATION. 


on the roles of advertising manager 
and P.R.O. Waldorf. 6.30 4 

REGENT ADVERTISING Ciu 
Gerald Barry on “The Festival “ot 
Britain." Royal Society of Arts. 
6.30 pm 

Pusticity Ciusp oF LONDON. 
Little journey to the Donald Peers 


show. Scala Theatre, 7.30 p.m. 
Thursday, March 
Pusiicity CLUB or  Leeps. 
a me: meeting. Speaker: Mr. 
w. _ 
Wednesda 


28. 
Cius OF OXFORD 
Agricola Restau- 


Mar 
ADVERTISING 
Members _ night. 


rant, 6.30 p.m. 

Berks AND Bucks Pusticity 
Cius. John Ryan on “Re-sale 
Price Maintenance,” George Hotel, 
Farnham, 7.30 p.m 
riday, M: wu. 

REGENT ADVERTISING Cuus. 
annual dinner and dance. Holborn 
Restaurant. 

BRITISH DISPLAY ASSOCIATION, 
annual mecting Lighting Service 
Bureau. 

Pusticiry Cius oF GLasGow. 
Alastair Revie, radio critic. Gros- 


venor Restaurant, 
Tuesday, A 
Pusiicity CLUB OF SUNDERLAND 
AND District. George Wood on 
en hology."” Grand Hotel, 


12.55 p.m 


7 om 

Weduesaay. April 4. 

INSTITUTE oF Pustic RELATIONS. 
‘*P.R. for 


rig oe on “P. 
Britain—P.R the colonies.” 
Planning Centre, King Street, 
12.45 p.m 


THAT G. J. T. Clampett, Prin- 
cipal of the Dublin High School 
of Commerce, speaking at the 
conclusion of a series of 10 
lecture-discussions on Public 
Relations at the School, thanked 
the lecturers and said he hoped 
the course had paved the way 
for some special training in P.R. 
work at the School. 

* * * 
THAT the Isle of Wight plans to 
spend £1,000 on publicity this 
year including £640 on Press 
advertising and £225 on a new 
poster. And— 

* ~ 

THAT Brighton Town Council 
have agreed to spend £8,000 on 
publicity to combat the effect of 
the recent smallpox epidemic in 
their area. 

~~ + - 
THAT the publicity campaign 
for the National Farmers’ Union 
Market Produce Show at Olvm- 
pia (June 27-29) is being handled 
by the public relations depart- 
ment of W. S. Crawford Ltd. 


TRAINING FOR 
TYPOGRAPHY 


“Comps” and layout artists 
will discuss “What is the best 
training for the typographer?”, 
under the auspices of the British 
Typographers Guild at Living- 
stone Hall, London, on March 
29. 

Mr. George Wicken (Mather 
& Crowther), chairman, Typo- 
gravhers Branch, London Society 
of Compositors, and Mr. Edward 
Sutton, head of ‘the pictorial 
design denartment, Kingston 
School of Art, will be the pro- 
tagonists. Mr. A. G. Spencer, 
printing department. Twicken- 
ham School of Art, will be in the 
chair. 
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Summer Time ! Holidays, tennis parties, hikes, garden parties. 
But always the same problems—where to go? What to wear? 


HEIRESS readers, those smart young women of 17 to_21 are 
never in doubt. Every issue of their own magazine gives the 
latest news on fashions, cosmetics and travel. What is more, 
each subject is discussed by an unrivalled team of experts. 


George H. Phipps, Advertisement Manager} 
LUTTERWORTH PERIODICALS LIMITED 
35 John Street, London, W.C.! * Chancery 615! 
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Where Glasgow 
Lags Behind 


The suggestion that Glasgow 
was in urgent need of a public 
relations policy was made to city 
Rotarians by W. A. Woolward 
(New Press and Publicity, Edin- 
burgh), President of the Publicity 
Club of Glasgow. He contended 
that lack of proper, organised 
publicity had led the world to 
regard Glasgow as a city of 
slums and strikes, dirt and grime, 
industrial and labour difficulties 
and housing and health problems, 

Glasgow's outlook on its own 
projection lacked something of 
the vigour, vitality, optimism and 
organisation of other Scottish 
cities, yet, as an industrial and 
commercial centre, as a tourist 
centre, as a cultural centre and 
in its resources, Glasgow had a 
great deal to tell the world. 

Mr. Woolward claimed that 
every man entering public life in 
Edinburgh immediately became 
an unpaid publicity agent for the 
city. They had no need for a 
Publicity Officer when the Town 
Council itself invented “stunts” 
like the International Festival. 

He suggested that 1951, when 
the Festival of Britain brought 
the Exhibition of Industrial 
Power to Glasgow, might be a 
good year for the city to revise 
its ideas. 


Insurance Co. Wins 
Display Medal 


The publicity department of the 
Crusader Insurance Co. has been 
awarded second prize, a silver 
medal, in its entry class of an 
International Window Display 
Contest organised by the Ameri- 
can magazine Display World. 

This class was open for entries 
from banks, insurance companivs 
and similar “service” institutions. 
The contest attracted 2,576 
entries. 

Crusader’s display took as its 
theme the preparations made by 
motor cyclists to ensure the com- 
plete road worthiness of their 
machines. A card commented: 
“And to complete your careful 
preparations, a ‘Crusader’ per- 
sonal accident policy—S52 weeks’ 
benefit for £1 per annum.” 


‘Publishers Must 
Advertise More’ 


A complaint that there was 
something lacking in the organi- 
sation of many Irish publishers 
was made by Mr. J. F. 
McEnerney, President, speaking 
at the annual meeting of the Irish 
Retail Newsagents Association, 
in Dublin. 

These publishers, he said. 
should realise that circulation had 
to be pushed _ strenuously, 
methodically and persistently. it 
was too much to expect news- 
agents to act, gratis, as their sole 
publicity mouthpiece. When Irish 
publishers backed their circula- 
tion promotion by adequate ad- 
vertising they would find ready 
support from the newsagents. 
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es dawes a 
Good Sewice 


REPRODUCTION 
SERVICES £70. 


ARTISTS - DESIGNERS - BLOCKMAKERS 


© 
18-20 ST. JOHN ST., LONDON, E.C1! 


PHONE - 


CLERKENWELL Use (009 


| PROCESS SUPPLIES 


PLATE PROTECTOR 

SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 

IN TRANSIT 
AND CORROSION 

FOR AN 

INDEFINITE PERIO 

Simple to use and very 


Services & 
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“MECHANICAL DISPLAYS 


COMMERCIAL ARTISTS } 


Why Not Use 
**SCREENASCOPE’’? 
The finest continuous automatic 


STILL PICTURE PROJECTOR 
for 
Publicity and Commercial 
Advertising in Exhibitions, 
Shop Windows, Stores, etc. 
CRANE AUTOMATIC CO. LTD. 


Hong Kong Works, Exhibition Grounds 
Wembley, Middlesex. WEMbiey 5997 


POSTER ADVERTISING 


Small sample supplied on request. 


THE S.D. SYNDICATE LTD. 


4-6 EARL ST., FINSBURY, LONDON, E.C.2. 


Telephones : Telegrams : 
“arrastt) <> Fiecquane 
7001 LONDON. 
| CUT-OUT LETTERS « SIGNS } 


@ available in 

10 types from 3/16"-8° 

LONDON INDUSTRIAL ART LTD 
3B, Jubilee rue S.W.3. Tel. FLA 6816 
—., All Saints Road W.II 


Also avai lab e from 


LONDON INDUSTRIAL ART LTD. the 
FESTIVAL SYMBOL 


ready gummed in 1/16" — 3/16” relief, 
cut-out for i rsh d 


ig On you d 

and ome & 2S coloured |! plain 
wae. . & » 
Largersizestoorder 


3 out of every 4 SITES 
in BOLTON belong to BLEAKLEY’S 
BLEAKLEY’S 


dominates 
BOLTON 
( & Bleakley Led.) Ti le 
Greenhalgh mS ) Trinity St. 


| DISPLAYSa EXHIBITIONS } 


DISPLAD LTD. 
CASTLEFIELDS 
MANCHESTER I5 
BLACKFRIARS 0856 
STANDS AND DISPLAYS 
OF QUALITY 


COOK’S 
DISPLAY PRODUCTIONS LTD 


124 Ladbroke Grove, W.10 
"Phone PARK 8652/4 


EXHIBITIONS - DISPLAYS - SIGNS 
FLUORESCENT SPECIALISTS 


FASHION 
ARTIST 
LADIES ... CHILDREN .. . 
MARGARET JACKSON 
104 Stainburn Crescent, Leeds, 7 


‘Fashions’ are fun 
for Betty Warner. Her 
zest for that highly specia- 
lised art is clear to see in 
the bold free line, or slick 
wash treatment that mark 
her work as first class. 


REITZ AND TAYLOR 
84 Chancery Lane, W.C.2. HOLborn 4282 


L-W: SHARPE 
37 PEMBROKE ROAD. 
LIVERPOOL 20. Tel 


FRANK 
WINTERBORNE 
ARTIST & DESIGNER 


Tel.: LAN 4526 
24 MARGARET ST., LONDON, W.1 


PACKING 


| PACKING 


|_ BLOCKS & DIES ] | 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cutouts. Cutter crush dies for 
showcards etc. Steel dies for metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREE, E.C.1 
CLE. 6474 Est. 38 years 


EXPERT 


PAYS 
| | Collation, Packing and Despatch 
| We offer a prompt and efficient 
service for the collation, packing 
| | and despatch of advertising 
material—Showcards, Displays, 
Leoflets, etc. Write or phone 


| E. CHRISTIAN & CO. LTD. 


Clissold 3463 


| 10a De Beauvoir Sq., London, N.! 
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Supplies... 


[_ruorocraraers _} 
MATTACOL 


DISPLAY PRINTS 


From postage stamp to poster 
in single copies or quantities 


SCOTLAND 


NIM 
131 Wilton Street, Glasgow, N.W. 
LONDON AREA 
ROBERT P.HYMERS LTD 
17 Clifford Se., W.1 MAY fair 6768-9 | 
NORTHERN AREA 
R. DIXON, 13 Curzon Rd 


Stretford,Manchester / 


COBB & CLOW LTD. 
hers 


Photograp' 
ARCHITECTURAL and INDUSTRIAL 
Special CONTRACTS arranged for 
quantities of Copying and Printing 
'rompt Services and Delivery. 


23 NORTH END PARADE, W.14 
FULham 9806 


PHOTOGRAPHIC 
PRINTS 
Any Size—Any Quantity 
Write or Phone 
PHOTOWORK LTD. 


AND 
LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 0938/9 


a 
Advertising - Industrial - Editoriat 
and Colour Photography 


A. C. K. WARE 


(PHOTOGRAPHS) LTD., 
Metropolitan 9836 
Pomeroy House, Basinghall St., London, E.C.2 
Scctieetiiemnteiaiicaiaiatee 


[ GENERAL PRINTERS } 


From a baby's bonnet to a suite of 
taukere—we make changcable Drice 
tickets and showcards to suit al! 
classes of goods. Also special lines 
for H.P. trade to ind-cate Cash 
Price (or Deposit) and Weekly (or 

Sold Through 


| GENERAL PRINTERS ] 


Send us your 
trade printing 


F.W.WHITE & CO. 


Trade Letterpress & Lithe Printers 
ALBION HOUSE, NEW NORTH ST” 
THEOBALDS RD. WC + HOL 943! 


Whether it’s merely a job of 


duplicating 


by stercil, or lithographic oe. 
cess: Or even a_ batch 
envelopes that require 


addressing 


from lists supplied by you or 
Prepared by us, and if the job 
of making-up, enclosing and 


mailing 


is one your office staff could 
well be spared why not phone 


Fermaprint 
17 Fleet Street, E.C.4. Cen 2426 
90 Victoria Street, S.W.1. Vic 8258 


| SILK SCREEN PRINTING } 


SILK SCREEN PRINTING 
SHOWCARDS 
POSTERS (ony size) 
DISPLAYS 
GLASS SIGNS 
also Handwritten Showcards and Signs 


GOODLANDS 773 any S.£46 


et aa 
Display Artists 
Silk Screen Printers 


ADVANCE 
PUBLICITY 
LIMITED 


i 


Monthly) payments, 149 WARDOUR STREET Photographers and 

CAMDEN Price Tickttn, 48. West LONDON, W.1 SE Mae es enener 

Feat casat. Hove. 3. Sumen. Tel.: GERRARD 8236 WY) Phone City 6961.29 
Grams Dubrien, Glasgow 


| SILK SCREEN PRINTING } 


PROSPECT 1825 
FOR QUALITY 
BLACK’S 


SILK SCREEN PRINTING 
SHOWCARDS POSTERS 
GLASS BANNERS 
PLASTICS RUBBER 
TRANSFERS ETC. 


J. K. BLACK & CO. (Printers) LTD 
28 Priests Bdg, Mortlake, S.W.14 


EXHIBITIONS 
DISPLAYS 
PICTORIAL SIGNS 


INTERCHANCEABLE 
METAL LETTER SIONS 


SILK SCREEN 


AND SINGLE COPIES 


— DAYLIGHT 
Fluorescent Colours 


| SILK SCREEN MATERIALS } 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 
Stockport Tel. STO 3375 


| MISCELLANEOUS ol 


SCRAP METAL WANTED 
COPPER, ZINC, STEREOS, ELECTROS, BRASS 
ALLMINIUM, MONO, LINOTYPE, ETC. 
hepa —_2 oR open 


F. J. HALL, 36/37 Cock Lane 
Snow Hill, ECA. CiTy 5218 


| PROCESS ENGRAVERS } 


This trode mark stonds for the 
intelligent transformation into 
metal of YOUR creotive ideos 
SCOTTISH STUDIOS 
& ENGRAVERS LTD. 


& 


 ——— 
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CLIMAX TO BIG 
P.R. WEEK 


The Institute of Public Rela- 
tions’ week-end conference at the 
Adelphi Hotel, St. Leonards-on- 
Sea, April 27-29, will provide a 
climax to the Institute's first P.R. 
“week” in which P.R.O.s from 
overseas are invited to take part. 
Business programme of the con- 
ference is as follows: 

Friday: Session 1, “Does Pub- 
lic Relations Pay?” speaker, 
J. A. R. Pimlott, author of Public 
Relations and American Democ- 


racy. 

Saturday: Session 2, “The 
Human Factor in_ Industry,” 
Oliver Roskill, industrial con- 
sultant. Session 3, “Public Rela- 
tions and the Arts,” Jack Bedding- 
ton, deputy chairman, Colman 
Prentis and Varley, and Paul 
Reilly, chief information officer, 
Council of Industrial Design. A 
screening of public relations 


films. 

Sunday: Session 4, “The 
Scientific Analysis of Public 
Opinion,” Graeme Cranch, pre- 
sident, Market Research Society. 
Session 5, “The Psychology cf 
Communications in Public Rela- 
tions.” Alvin C. Leyton, advisor 
on communications, British Asso- 
ciation for Commercial and In- 
dustrial Education. Session 6, 
discussion on “The Psychology of 
Communication in Public Rela- 
tions.” 


Cartoon Ads, In 
Exhibition 

Brown Thomas, one of 
Dublin's leading drapery houses, 
are holding an exhibition of 
Odearist cartoons, which have 
been produced for them over the 
past ten years by Arks Ltd., 
Dublin, from April 9-23. 

The cartoons with limericks by 
“Warner” Brosnan have been 
featured continuously in adver- 
tisements appearing every Satur- 
day on the front page of the 
Irish Times. Many famous 
people, including Bernard Shaw, 
Walt Disney, Laurence Olivier, 
and J. Arthur Rank, have ap- 
peared in them. 

Mr. Brosnan has been asked 
by the organisers of the Festival 
of Britain to prepare a cartoon 
for inclus’on in the International 
Cartoon Exhibition. 


B.D.M.A.A. New 
Members 


New members of the British 
Direct Mail Advertising Associa- 
tion are: 

Shell-Mex and B.P. Ltd.; BE. R. 
Thomas, managing director, 
Addressall Machine Co., Ltd; 
R. J. Politzer, publicity manager, 
Wm. Collins, Sons & Co., Ltd.; 
G. H. H. Wood, sales manager, 


Soldans Ltd.: and D. R. Robert- 
son, director, Sommerville & 
Milne Ltd. 


Dunlop will show their pro- 
ducts on eight stands at the 
British Industries’ Fair at Olym- 
pia, Earl's Court, and Castle 
Bromwich. 
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APPOINTMENTS VACANT 


Spottiswoodes 


require an 
Assistant in their 
Media Department 


The young man they are looking 
for has already acquired a good 
knowledge of media through 
several years of agency experi- 
ence, has probably passed the ex- 
aminations of the I.1.P.A. or A.A. 
and is ready to fill a responsible 
position which will afford ample 
scope for advancement. 

Reply in confidence, stating age, 

experience and salary required to 

PRESS DIRECTOR 

SPOTTISWOODE, DIXON & HUNTING LTD 

52 BEDFORD ROW, W.C.! 

CHAncery 660! 


TECHNICAL WRITER required in 


Gloucestershire Experience i 
Mechanical and Electrical technical 
writing and practical and theoretical 
knowledge. Apply with full details of 
experience, qualifications, age and 
salary required to Box AC 61011 
a Clarks, 57/61 Mortimer Street, 
AP 


RESPONSIBLE JUNIOR POSITION in 


Advertising /Merchandising Department 
of large food manufacturing company 
in N.W. London, is offered to young 
man between the ages of 20 and 25 
Some years’ agency experience with 
particular relation to point of sale and 
merchandising an advantage Good 
prospects are offered to the right type 
of young man. Apply stating age, and 
giving ee, details of education and 
«xperience, 

Box 1450 aa. Weckly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


— APPOINTMENTS VACANT 3s. 64, per line. APPOINTMENTS WANTED 
line. 3 inch. All other classifications 4s. 


| 30 y b per 

Disphay panel 45s. per inch. Minimum three lines. Each line consists of average of 
24 letters, ignoring space. paid for. 
Additional fee of 9d. is charged for use of Box Office. Series 

| insertions, 5%, om 13, 10% on on 26, and 15, om 52. All advertisements for less than 
seven insertions MUST BE PREPAID. Address: “Advertiser's Weekly,” 180 Fleet 

Street, E.C.4. ‘Phone Chancery 8844. 


APPOINTMENTS VACANT 


SIGNWRITER FOREMAN. First class 
APPOINTMENT ABROAD 


supervision in signs and displays of all 
descriptions, ladder and cradle work, 
knowledge of estimating an advantage 
West Africa Publicity Ltd. 
MEN required by London Publishing The post offers progressive 
House. First Class men only. State ree 4 
age, experience, education, marricd or career to a young man (under 
grounding. 
ACCOUNT EXECUTIVE Commencing salary will be 
commensurate with qualifica- 
| | assistant to one of the ous family and other allow- 
directors.. Creative ability 1s ances, medical attention in 
not necessary but a good Africa and Pension Fund 
p ; = oo to Export Advertising Service 
revious agency executive ex- Ltd.. Roxburghe House. 
perience is a necessary quali- 273/287 Regent Street, W.1. 


practical man wanted for a well estab- 
lished shop in London, capable of | 
| : ale 
Applications are invited for 
Write : » P ) 
Box 1449 Ad. Weekly 180 Fleet St BC4 appointment to the staff of 
ALIVE ADVERTISING SPACE SALES- 
| 
single. Car owners preferred, but not 27) with initiative and charac- 
essential ter, who must have general 
/ ¢ 0 Fleet St EC4 . : 
eee ee ee ee ee 2S advertising experience and 
REQUIRED tions but not less than £600 
T. Booth Waddicor & Partners per annum, with free passages, 
Ltd. need an executive as free furnished quarters, gener- 
critical faculty, a quick grasp facilities. . 
xf essentials and a sense of Apply in the first instance with 
reer: gs full details of personal history, 
responsibility are important. 
fication. Write: 27, Shaftes- 
bury Avenue, London, W.1. ADVERTISEMENT REPRESENTATIVE 
for trade weekly Smali salary, high 
commission. Details of age and experi- 


WINDOW DRESSER. Young Man. re- ence, in strict confidence. to 
quired for Window Display throughout Box 1445 Ad. Weekly 180 Fleet St EC4 
Greater London, an improver not A LAYOUT ARTIST. capable of pro- 
j objected to. Write giving full Pao ducing slick roughs for presentation to 
| ticulars and wages required. etc client. required by Crane Publicity 
Box 1472 Ad. Weekly 180 Fleet & EC 4 Experience essential Call Quality 


House. Quality € ourt. Chancery Lane— 
or ee CHA $287. 

HORROC & CO. LTD. =. 
I ISHED: Sen Offset an Litho 
Printers specialising in High Grade 
Showcard and Colour work, REQUIRE 


EQUIR 
EXECUTIVE, AGE 40/50, OF FIRST 
CLASS | MANAGERIAL EXPERI- 
ENCE. Must have good administrative 


now have vacancies 


for two more creative men 


NC 

AND TECHNICAL KNOWLEDGE. 
with Costing and Estimating experi- 
ence. Write in the first instance giving 
full particulars and approximate salary 
required to TOWN HALL PRINTING 
WORKS, ASHTON-UNDER-LYNE, 


TECHNICAL ILLUSTRATORS, Artists 
or draughtsman fully capable of making 
rerspective drawings of aircraft parts 


of the highest calibre— systems. etc., in line for reproduction 


Familiarity with engineering drawings 
is essential. Pension scheme. Apply in 
writing to Personnel Manager. The 


Fairey Aviation Co. Ltd., Hayes, 
a top flight Middicsex,__ 


HESLOCK LTD., 5 St. Paul's Street, 
Leeds. require experienced assistant 
artist for their studio Agency experi- 


CREATIVE LAYOUT ARTIST ence essential Full details of 


experience and salary required, by 
letter only in first instance 


and a LAYOUT AND LETTERING. _Interest- 


ing situation with plenty of scope 
offered to young male or female 
2s 


DESIGNER TYPOGRAPHER Aeritiy Sl veety 190 Fett Bee 


for work on National accounts 


Box 1437 Ad. Weekly 180 Fleet St EC4 

LAYOUT. Medium _ sized London 
Agency requires a further first class 
layout artist. The position offers good 
prospects and will carry a commencing 
salary of £850 per annum. Particulars, 
including age, experience, etc., in 
confidence 


BOTH JOBS RATE TOP SALARIES Box 13 Ad Weckly 180 Fleet St EC4 


ARE YOU a first class artist who 
can work on all media on anything 
from figure to pen and ink still subjects 
(not lettering) and want a post with 
real scope and had from five to ten 


Apply fully in writing (no specimens until called for interview) years’ studio experience? If so, there's 


ART DIRECTOR 
SERVICE ADVERTISING COMPANY LTD. 
77 BROOK ST., LONDON, W.! 


Studio with a commencing salary of 
£850 per annum. Must fit the bill and 
have ambition Write fully. stating 
experience, age and ood salary. Own 
staff know of this va 
Box 1370 Ad Weekly 80, Fleet St EC4 
FIRST CLASS gereral artist for London 


| a vacancy in a London Commercial Art 


} Agency. Fully experienced Write 
| ag A ee and experience t 
\ Box 1453 Ad. Weekly 180 Fleet St EC4 


*Phone your Classifieds to 


Marcu 22, 1951 


APPOINTMENTS VACA 


SILK SCREEN AND DISPLAY: Com- 


Petent man wanted, able to carry Out 
schemes for Company with branches, 
to work on own agro Good 
wages. Chelsea area or 


Box 1462 Ad. Weekly 180 Ficet St BC4 


ARE YOU.... 
An *Agency Production Man? 


With practical knowledge of 
complete technical production, 
including some typography? 


Able to handle a group of 
busy accounts and oversee 
others? 

Aged about 30-35 years with 
pre-war ‘agency experience? 


If you can answer “Yes” to 
all these questions, and can 
substantiate it—if you would 
like to be considered for a 
job with a leading London 
Agency (where there exists 
congenial conditions, scope 
for the man with real ability, 
and a salary commensurate 
with that ability)-WRITE 
giving age, experience and 
salary required to Production 
Manager, 
x 1473 

Advertiser's Weekly, 180 Fleet St., E.C.4 
*Uniless you have material agency 


experience, please refrain from 
replying. 


ADVERTISEMENT REPRESENTATIVE 


for Midlands and North of England 

Weekly trade journal, wide scope 
300d commission Suitable man 

carrying other journals. Details of age, 

and experience, in confidence, to 

Box 1444 Ad. Weekly 180 Fleet St BC4 


VOUCHER CHECKING CLERK ¢e- 


quired. Must have had previous experi- 
ence and be able to work on own 
initiative. Write stating age, experience 
and salary required to Spottiswoode 
Dixon aad ae Lid., 52 Bedford 
Row, WC 


LONDON MGENTS of established Trade 


Publication, published overseas, re- 
quire space-selling representatives in 
Provinces. Successful space-selling 
pew od essential. Excellent commission 


a Yast Ad. Weckly 180 Fleet St BC4 


MAIL ORDER 


YOUNG AD. MAN 


with drive and initiative 


WANTED 


The man we want will not be over 
25 years of age and required to con- 
trol and expand Direct Mail Depart- 
ment of a Company which has 
specialised for the last twelve years 
in selling Gardening Equipment by 
Mail Order Press Advertising 
ftere is a substantial mailing list 
ithe person appointed will be required 
to design. write copy, and prepare 
leaflets for printing on our own 
Printing Plant; also to initiate and 
2ontrol the Direct Mail Campaign 
Applicants to give full details of age 
experience and some indication as to 
salary required 
Apply in writing only to the Man- 
aging Director 


STOCKPORT DISTRIBUTING 


CO. (Mail Order) LTD. 
REYNOLDS MILL - NEWBRIDGE LANE 
STOCKPORT 


CHA 8844 (Ex 


SIGNWRITER AND LETTERING 


ARTIST wanted for exhibition and 
display work Good permanent posi- 
tion for a really first class man. Write 
— Particulars .. experience, age 

wages required 
Box 1438 Ad Weekly. 180 Fleet St BC4 


23) 


a 
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Marcu 22, 1951 


APPOINTMENTS VACANT 


BORD CUARTAIOCHTA 
NA h-EIREANN 
(Irish Tourist Board) 

Applications are invited for the 
position of Publicity Manager. 

[he salary attaching to the —— 
will be fixed in relation to the q 
fications, experience and ability a th the 
successful candidate. 

Candidates must not be 


on April 1, 1951. 

Administrative experience in pub- 
licitty and advertising Proven 
organ’sing ability are essential quali- 
fications. 

Applications (by letter only) must 
give particulars of 
education, qualifications 
knowledge of languages) and experi- 
ence, and must indicate salary 
expected. 

Applications, with copies of refer- 
ences, whic) will not be returned, 
must_reach 

The General Manager, 
Irish Tourist Board, 
13 errioa Square, pam. 
not later than March 31, 1951 
Canvassing will disqualify. 


EXPERIENCED MAN OR WOMAN 
required for Fleet Street Agency 
—. a. Full is in 


confidenc 
Box 1442 Ad. Weekly 180 Fleet St BC4 


We require a really top line 


FASHION ARTIST 


for work on _ National 
Accounts and Leading 
Woman’s Magazines. Must be 
fully experienced and capable 
of really “slick” work. High 
salary offered to right man or 
woman. Write giving full 
details to Art Director, 


Box 1464 
Advertiser's Weekly, 180 Fleet Se., E.C4 


PRODUCTION. London Agency re- 
quires a further first class Production 
Man, preferable with previous Agency 
experience The position will carry @ 
commencing salary of approximatcly 
£750 per annum and is a five day w 
ae fully giving age and experience 


_ Box 1280 Ad. Weekly 180 Fleet St BC4 
SPACE SELLER(S) required on aa om 

mission basis for foreign financial and 

industrial also for inter- 


national 
Box 1439 Ad. Weekly” 180 Fleet St EC4 


BOROUGH OF TOTTENHAM 


Applications are invited for the 
established post of Chief Assist- 
ant (Male) in the Public Relations 
and Information Department at 
a salary in accordance with Grade 
A.P.T. LV of the National Salary 
Scales viz. £430 per annum rising 
by three annual increments of £15 
to £525 per annum plus London 


my  @® 


“Weighting” (age 26 years and 
over, £30 per annum). 
Candidates should have a 


sound knowledge of modern pub- 
licity practice Experience in 
display management, the handling 
of com.nercial art, and in particu- 
jar of designing ani arranging 


display screen layouts (both 
pictorial aad photographic) is 
essenual Candidates will be 


required to assist in the routine 
work of the Department and 
a knowledge of typography will 
De an advantage. 

Application forms and Condi- 
uons of Appointment may be 
obtained from the undersigned 
to whom they must be returned 
= later than Monday, April 2, 
1951. 


M. LINDSAY TAYLOR, 
Town Clerk. 
Town Hail, 
Tottenham, N.15. 
March 22, 1951. 


NATIONAL NEWSPAPER requires Pro- 
duction Manager (night) and Assistant 
Works Manager. Applicants should be 
between the eaes of a and 45 and 

ve 


Both 
——, Write eiving 
ls of exper 

__Box 1474 Ad. Weekly RO Fleet St EC4 


Opportunity for 2 first class 
men to work as part of con- 
genial team on Studio and 
Agency work. 

1 LETTERING ARTIST 
used to high degree of finish. 
2 LAYOUT MAN 

able to produce on paper 
lively and original presenta- 
tions, capable of doing 
finished art work if required. 
Both positions carry high 
salary. Write giving full 
details to Art Director, 


46. 
Advertiser's Weekly, 180 Fieet St., E.C4 


PRINTING wy or oy gee MANAGER 
required by book and —- House 
ome 


A 
Box Tat Ad. Weekly 180 Fleet St EC4 


WANTED 


In the Marketing Department 
of a National Advertiser 
in London 


A PRODUCTS 
MANAGER 


or Senior 
Advertising Executive 


A man with experience in an 
Advertising Agency, Advertisement 
Department of a Business House, or 
Printers, who understands the 
principles of market investigation 
and research ; something of factory 
production methods; product de- 
velopment, presentation, and pack- 
aging ; merchandising, distribution, 
and selling; advertising, printing, 
and sales promotion generally. 


This is an appointment with a 
leading firm, and carries a sub- 
stantiz' salary, according to quali- 
ficatioris and experience. A very 
sound business sense, allied to 
executive ability and creative talent, 
is required. 

Please write, giving very full 
particulars of your advertising and 
commercial experience, personal 
qualifications and any special educa- 
tional or technical achievements to: 


MARKETING MANAGER 
Box No. 1452, “Advertiser's Weekly.” 
180 Fleet Street, London, E.C.4. 


CLASSIFIED ADVERTISEMENTS 


COPY DETAIL AND PRODUCTION 
assistant requiced immediately, previous 
a 


London, E.C.2. 
oN i a 
YOUNG LAYOUT ARTIST for London 
gency. One who, when given rough 
= can work them up to crisp lay- 
outs for client, do adaptations and 
cast off — He should have had 
about agency studio experi- 
—' He will be gives pienty of work 
Opportunity to develop his skill. 

£350 to £450 p.a. Write 

__Box 1323 Ad. Weekly | 180 Fleet St BC4 
OPPORTUNITY OCCURS for keen 
clerk-typis: (Female) in busy Adver- 
tising Department. Knowledge and 
experience of Advertising records an 
advantage. Apply Advertising Manager, 
Burroughs Adding Machine xe Avon 

__House, 356 Oxford Street, W.1 
ASSISTANT to Commercial Director and 
Secretary wanted for London Advertis- 
ing Agency. State age, experience and 


= salary. 
x 1465 Ad, Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


ARTIST (FEMALE) Stucio and Agency 
experience—fashion figure, layouts, 
lettering, still life, requires interesting 


Box’ 146s Ad. Weekly 180 Fleet St BC4 


ACCOUNT EXECUTIVE 
SEEKS CHANGE 


Account Executive with 19 
advertising experience secks 
ae; combines initiative with 
methodical and conscientious regard 
Advert- 
experience in 
addition to Agency background. 
Would like appointment as Account 


Executive with jum-sized, but 
growing, agency, or that of Advertis- 
ing Manager w national advertiser. 
Age 35. 
Write to 


PIESSE _& SONS, Solicitors 
73 Cheapside, London, E.C.2 


SHORTHAND.-TYPISTS. Private Secre- 
taries, ro 3 etc. If you are in urgent 
need of staff, contact Embassy Bureau, 

cel House, Whitcombe Street, W.C.2 
(WHltehall 5924). fe specialise in 
efficient personnel. 

FRUSTRATED PUBLICITY MAN, i8 
years’ experience a!l branches technical 
publicity, secks position manager or 
senior assistant where initiative = 
enthusiasm are appreciated 
suit agency wishing develop or extend 
technical accounts 
Box 1454 Ad. Weekly 180 Fiect St BC4 


t Accounts Executive. En- 
thusiastic and ambitious ex-National 
Service Subaltern, 20 years old, with 
exemption from London Matric., 
wants position as Assisiant Accounts 
Executive. One year's previous all 
round training with well-known Lon- 
don Agency. Good business contacts. 


Write Box 1467 
's Weekly, 180 Fleet St., E.C.4 


AWNSTANS PUBLICITY MANAGER. 


esemt position five years Desires 
chirge Expericnced catalogue and 

trochure production Photographs 
pondence, trade press 


advertising Mailing List, etc 
Box 1471 Ad. Wec\ly 180 Fleet St BC4 


Salary 


Public Relations work, script/ feature 
writing or similar position wanted by 
experienced journalist (28), who has 
important contacts in all 
walks of life, ability to talk and 
write well and desire to tackle worth 
while job 
Bex 1460, 
Advertiser's Weekly, 180 Fleet St., E.C.4 


YOUNG MAN, 22, secks position with 
good prospects in Midlands. 4 years 
with National Advertiser 
Box 1470 Ad. Weekly 18 180 Ficet St BC4 


’Phone your Classifieds to CHA 8844 (Ex 23) 


ADVERTISER'S WEEKLY 


APPOINTMENTS WANTED 


COPY/VISUALIST with selling "73 
and wide — secks change 
live-wire ag 
Box 1459 Ad. Weekly 180 Fleet St BC4 


Production, Cone, etc., secks 
Ogressive position 
x 1469 Ad. Weekly rT) 90 Frost St EC4 


FREE LANCE SERVICES 


ILLUSTRATION for re- 
jews, Perspective Drawings, prepared 
from biueprints er ualified techni- 
cai supervision. E. H li & Partners, 
$8 Croydon Road, Beckenham, Kent. 
__ BECkenham 3090. 
COMMERCIAL ARTIST, experienced in 
shoe drawing, mechanical 
Eeewatien and lettering secks good 
connections. Prompt service guaranteed. 
ast 909 Ad. Weekly 180 Fleet St BC4 
ARTISTS capab ce of high-class Still Life, 
Lettering, Fashion, Mechanical illus- 
tration, for National and Trade Press 
Advertising, Catalogues, Leaflets, seek 
additional wor 
8 Ad Weekly 180 Fleet St BC4 
~ TIME “IDEAS AND COPy- 
3 requiced by Radio Manu- 
ur Write in confidence to 
Box 139) Ad. Weekly 180 Fleet St EC4 
DRAWINGS FOR EVERY PURPOSE 
by experienced commercial artists. 
W. Partridge, 23 Bloomsbury Square, 
_W.C.1. Mus 7181. 


COMMERCIAL ARTIST REQUIRES 
pase work (line, tone and colour). 
cttering specialist. Finished work 
from oe | ow roughs. 
Box 233 Ad. Weekly 180 Fleet St BC4 


HEADS 
Figure Artist 
Artist (lady) wishes to contact Firm. 
Agency. to apply her work actively, 
which is of high standard. 10 years 
studio experience, some fashion and 
lettering. 
Box 1457 
Advertiser's Weekly, 160 Fleet St., E.C.4 


SALES AND WAN 


15,000 Addressed 


Envelopes for Sale 
IN ONE LOT 
Addressed from current tele- 
phone directories to ladies of 
higher income group living 1a 
rural areas. Fine quality 
pocket-shape 6 in. x 4 in. In 
excess of an advertiser's pre- 

sent requirements. 


Apply: 
BISLEY’S LTD., 
2/10 Regent Street, Cambridge 


ACCOMMODATION 


OFFICE TO LET, furnshed. West |. 
Telephone. £3 weekly. REG 1739 


SPECIAL ANNOUNCEMENT 


IMPORTANT TO 
PUBLISHERS 


Nevin D. Hirst (Advertising) 
Ltd. announce that their Lon- 
don Office 96 Ebury St., S.W.1, 
will close for re-organisation 
at 5 p.m. on Thursday, March 
29 and will re-open at the 
same address at 9 a.m. Mon- 
day, April 2. 
Advertisement 
please note. 


Managers 
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ADVERTISER'S WEEKLY THURSDAY, MaRcH 22, 1951 


Advertiser's 
tres Weekly OR 'z 


45/- (overseas) 


STOP PRESS 


1.1.P.A. 
ELECTIONS 


Council elected at annual 
— of Institute of Incor- 
= pagieoes in Advert- 

H. 2a I. B. 
Brysen, we ‘HH. F. Emmett, A. 
Everett Jones, J. T. McNulty, 
H. A. Oughton, H. G. Saw 
> EE omson, (elected by 
Le ge practitioners); A 

F. Clarke (elected by 
pA practitioners); G. Bu r, 
R. S. Caplin, C. R. ee, ‘. F. 
MacCab, R. H. ye ay . & 
Stobo (elected Ny fellows and 
associates) . 


NEW CAMPAIGN 


A new single-edge Pal blade, 
which fits all standard single- 
edge razors, introduced by 
Personna Blades Ltd. Powerful 
campaign will break shortly in 
national dailies and Sundays 
with Iil-inch triples, 8-inch 
doubles and smaller 


SD i, CR ee ee 


———— ae 


“Cee ve 
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Agents: 
Walter Thompson Co. Ltd. 


AGENTS APPOINTED 


National Advertising Corpora- 
tion Ltd,, appointed agents for 
Edward Hack Lid., of London, 
sanmudacturers of Hax aspirins 
and Hax ——-y — — 

ress campa: prepa 
to be followed by 4 national 
press campaign. 


eS TS all 


Ry il a Te 


Cambray Publications Litd., 
announce increase in ad. rates of 
i pritce a td 

y 1. Who ew up 
to £26. pag go 


: Selling of Odhams 
i THE TIMES “Sporting Life Guide” increases 
; To be guided by the facts and come to Redhead “Sporting Life Guide” increases 
a THE TIMES advise mowangiats g new trade 
‘ os ; P ° . , > ais —— erms opens indow 
on right decisions is a habit of mind. To LITERARY SUPPLEMENT ——- 
- Every Friday — price 3d. 
3 . . . THE TIMES 
a this habit THE TIMES contributes full and — EDUCATIONAL SUPPLEMENT —_| in ‘Commons fre olds tueatiguers 
7 Every Friday — price 3d. flea a he 
M4 > THE TIMES gas ndustries was 
accurate knowledge of what is being done WEEKLY EDITION properly co-ordinated with his 


Every Wednesday — price 6d. es qe he ae ¥ 


THE TIMES 
and thought the world over. |... William | Farrar, formerly 
First Wednesday of Every Month ing editor B~ — 


price Is. fa of 
THE TIMES SURVEYS esigned. 
Occasional Publications on 


ional Walter Kettle for last “ 
Matters of National Interest years editer of “Chole” han 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
i 22, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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